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Donald  E.  Graham  (left),  chairman  and  CEO 
of  the  Washington  Post  Co.,  and  Christopher 
M.  Schroeder,  CEO  and  publisher  of 
Washingtonpost. Newsweek  Interactive 
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Gannett  Newspapers  Lead 

Public  Seruice,  Freedom 
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The  Detroit  News 


The  Arizona  Republic 


The  Jackson  Sun 


The  Herald-Dispatch 


The  Des  Moines  Register 


The  Cincinnati  Enquirer 


The  Indianapolis  Star 


Gannett  editors  and  staffs  care  deeply  about  public  service  and  about  holding 
governments  accountable  for  information  that  should  be  public. 

That  commitment  showed  clearly  when  Gannett  newspapers  received  the 
highest  number  of  finalist  awards  among  all  newspaper  groups  in  the  Associated 
Press  Managing  Editors  two  key  national  contests. 

Eight  Gannett  newspapers  were  among  24  finalists  in  APME  s  Public  Service 
and  Freedom  of  Information  2001  annual  contests.  The  winning  work: 

APME  PUBLIC  SERVICE  (50,000  circulation  and  above) 

•  The  Detroit  News,  for  uncovering  widespread  mismanagement  and  negligence  by 
Detroit’s  fire  department  and  city  officials  that  endangered  the  lives  of  fire  victims. 

•  The  Courier-Journal  at  Louisville,  for  revealing  that  hundreds  of  railroad  yard  workers 
suffered  brain  damage  after  years  of  exposure  to  chemical  degreasers. 

•  The  Arizona  Republic  at  Phoenix,  for  showing  that  the  state’s  board  of  medical  examiners 
leaves  the  public  virtually  unprotected  from  incompetent  and  negligent  doctors. 


of  Information  Efforts 


APME  PUBLIC  SERVICE  (Under  SU.OBO  circulation) 

•  The  Herald-Dispatch  at  Huntington,  W.  Va.,  for  stories  suggesting  avenues  for  economic 
recovery  in  a  state  suffering  from  the  decline  of  coal  and  coal  mining. 

•  The  Jackson  (Tenn.)  Sun,  for  a  series  looking  at  the  civil-rights  movement  in  West 
Tennnessee  in  1960,  including  the  newspaper’s  role  in  ignoring  key  events. 

APME  FREEUUM  BE  INFBRMATION  (All  circulation  sizes) 

•  The  Cincinnati  Enquirer,  for  forcing  local  governing  bodies  to  conduct  the  public’s 
business  in  the  open  and  for  breaking  new  ground  to  gain  an  accounting  of  public  money 
spent  by  private  or  quasi-government  groups. 

•  The  Des  Moines  Register,  for  pressure  on  local  and  state  governments  that  led  to  opening 
of  sealed  information,  disclosures  of  public  policy  abuses,  and  criminal  investigations. 

•  The  Indianapolis  Star,  for  turning  the  spotlight  of  public  scrutiny  on  $240  million  in 
spending  for  local  projects,  uncovering  abuses,  and  showing  the  failure  of  state  oversight. 

These  awards  reflect  the  strong  efforts  and  high  standards  repeated  regularly  across  the  company. 

We  cheer  the  winners  -  and  all  in  Gannett  who  serve  their  readers  with  equal  commitment. 
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STUCK  ON  THE  WEB  Washington 

Post  Co.  continues  to  keep  the  faith 
concerning  its  Net  operation . 


known  columnists,  trustw'orthy  reporting, 
and  detailed  analysis  and  commentary. 

JILL  CARVAJAL 
GENERAL  MANAGER 
New  York  Post  Interactive 


Your  story  “The  Web  fails  its 
first  big  test”  [Sept.  17,  p.  10], 
implies  that  NYPost.com  had  only 
a  brief  mention  of  the  disaster  when  in  fact 
we  had  full  breaking-news  coverage  pro- 
\ided  to  us  by  The  Associated  Press  at  that 
time.  What  you  referred  to  in  your  storv’ 
was  merely  a  highlight  to  direct  viewers  to 
one  of  many  stories  available  on  our  site. 

Had  your  reporter  checked  the  site  more 
thoroughly,  he  would  have  seen  AP  stories 
about  the  disaster  being  released  to  news 
organizations  at  the  time. 

This  breaking-news  feature  is  a  regular 
part  of  our  site.  It  includes  a  live  breaking- 
news  ticker  prominently  displayed  on  the 
homepage  with  a  wide  selection  of  top 
headlines  and  a  comprehensive  breaking- 
news  section  with  complete  stories,  which 
is  linked  to  on  everv'  page  of  our  site. 

In  recognition  of  the  interactive  nature 
of  the  online  news  business,  we  have  a 
valuable  relationship  with  AP  to  provide 
our  users  with  the  most  comprehensive  and 
accurate  breaking-news  coverage  available. 
AP  is  one  of  the  most  well-  respected 
news-gathering  organizations  in  the  world, 
and  we  are  happy  to  provide  our  users 
access  to  the  new's  information  as  it  is 
simultaneously  released  to  our  newsroom. 

Furthermore,  the  article  misses  the 
point  of  online  new'spapers’  mission. 
Newspaper  sites  are  not  independent 
news-gathering  organizations,  but  work  in 
tandem  with  their  print  counterparts. 
While  more  timely  than  print  media, 
newspaper  sites  do  not  yet  compete  with 
TV  when  it  comes  to  live  coverage. 

Each  month,  1.6  million  visitors  turn  to 
NYPost.com  for  its  core  strengths:  well- 
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Enduring  Freedom  The  war 
hot  and  the  administration  cold,  media 
are  lukewarm  over  accessibility . 5 

Job  hunters  CareerBuilder and 
its  clients  create  new'  opportunities 
with  online/print  hybrid  . 6 
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Calendar . 8 

Farewell  FromHSTtoGWB, 
Herblock  was  a  real  Washington 
monument . 9 
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Apparently  Allan  Wolper  doesn’t 
remember  the  way  New  York  was 
before  Rudy  Giuliani  became  mayor 
[The  end  of  an  error,”  July  16,  p.  30].  I  re¬ 
member.  I  was  in  New  York  with  my  book 
agent  and  doing  some  magazine  work  in 
the  pre-Giuliani  days.  It  was  an  adventure 
to  enter  a  subway,  and  w'alking  on  any  of  a 
number  of  streets  brought  a  feeling  of  fear 
and  doom.  Giuliani  changed  all  that. 

Now'  here  comes  Wolper,  a  Johnny- 
Come- Lately  who  is  ample  proof  that 
hindsight  is  better  than  foresight.  Sure, 
there  may  have  been  a  lot  of  things  Giuliani 
could  have  done  differently,  but  he  was  in 
the  driver’s  seat. 

For  Wolper  to  pounce  on  a  cancer- 
stricken  man  while  he  is  down,  as  he  did  in 
his  E^P  column  —  to  this  newspaperman’s 
thinking  —  is  unconscionable. 

GENO  LAWRENZI 
STAFF  WRITER 
The  Standard 
Kingman,  Ariz. 
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TECHNOLOGY  New  York  Post  close  to 
completing  its  new  pressroom  . . .  .20 


Correction 

In  the  “Market  Profile:  Cleveland,” Sept.  24, 
p.  15,  E&P  incorrectly  referred  to  the 
Cleveland  Free  Times  as  the  older  of  the 
city's  two  alternative  papers.  Cleveland 
Scene  was  founded  in  1970,  the  Free  Times 
in  1992.  E&P  also  misspelled  the  name  of 
Jerome  H.  Schmelzer  and  his  Jerome  H. 
Schmelzer  and  Associates  ad  agency. 


50  YEARS  AGO 


Hui iirt  The  Best  —  and  Rest  — 
of  the  Press  . 2 

-30-  Matthew  Storin:  Newspapering 
in  a  brave  new  world . 2* 


with  invitations  to  suggest  changes 
in  the  executive  order  allowing 
civilian  agencies  to  suppress 
“security  news"  as  they  see  fit. 


founded  in  1896  by  the  late 
William  Randolph  Hearst,  will 
appear  in  a  new  spring  dress 
next  May  when  it  adopts  a 
recently  perfected  rotogravure 
printing  process. 


OCT.  20,  19.51: 

A  group  of  editors  spent  almost 
two  hours  at  the  White  House 
Wednesday,  meeting  with  President 
Truman  and  Press  Secretary 
Joseph  H.  Short  Jr,  and  came  away 


Classified 


Cover  photo  by  Rhoda  Baer 


"Wii  American  Weekly  magazine. 
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Fears  of  bioterror¬ 
ism  have  spread 
throughout  the  U.S. 
media  industry  since 
the  Oct.  5  inhalation 
anthrax  death  of  Bob 
Stevens,  63,  a  photo 
editor  employed  by 
American  Media  Inc. 
At  least  two  other 
employees  of  the 
Boca  Raton,  Fla.- 
based  parent  of  The 
National  Enquirer,  The 
Sun,  and  other  super¬ 
market  tabloids  are 
known  to  have  been 
exposed  to  the 
bacteria.  The  FBI 
has  taken  over  the 
criminal  investigation 
of  the  case. 

The  anthrax  scare 
spread  to  New  York 
Friday,  with  NBC’s  top 
executives  telling 
employees  in  a  memo 
that  one  of  their 
Rockefeller  Center  co¬ 
workers  —  a  “Nightly 
News”  staffer  —  had 
tested  positive  for 
exposure  to  cutaneous 
anthrax,  which  is  a 
different  type  than  the 
one  found  in  Florida. 

As  E&P  goes  to  press 
the  same  day,  a  repre¬ 
sentative  of  The  New 
York  Times  has  con- 


cations  are  that  relations  will  be  rockier  than  those 
experienced  by  DeLuce,  90,  in  Italy  and  Yugoslavia. 

Last  week,  even  as  reporters  clambered  aboard  the 
aircraft  carrier  USS  Carl  Vmson,  tensions  rose.  U.S. 
troops  were  deployed  in  at  least  four  Asian  nations, 
but  rebuffed  coverage.  The  national  pool  for  covering 
military  operations  remained  idle.  Amid  the  bombing 
of  Afghanistan,  the  U.S.  Defense  Department  said  it 
wanted  to  cut  briefings  from  daily  to  semiweekly. 

“These  people  have  put  a  cloak  on  information 
that  is  unprecedented,”  said  Chuck  Lewis,  Washing¬ 
ton  bureau  chief  for  Hearst  Newspapers. 

Late  in  the  week,  the  Bush  administration  asked 
newspapers  to  consider  limiting  coverage  of  state¬ 
ments  by  suspected  terrorists.  White  House  spokes¬ 
man  Ari  Fleischer  said  papers,  by  running  such  a 
statement,  could  be  “putting  it  into  the  hands  of  peo¬ 
ple  who  can  read  it  and  see  something  in  it.” 

The  request  drew  a  skeptical  reaction.  “The  Amer¬ 
ican  public  is  savvy  enough  to  sort  through  multiple 
voices  and  opinions,”  said  Chris  Peck,  editor  of  The 
Spokesman-Reviexi'  in  Spokane,  Wash., 
and  president  of  the  Associated  Press 

h  Managing  Editors  association.  “This  is 
not  the  time  to  let  terrorists  erode  our 
nation’s  historj’  of  open  inquiry.” 

Some  editors,  striving  to  keep  sen¬ 
sitive  security  details  out  of  copy,  con¬ 
sulted  with  government  officials. 
Washington  Post  Executive  Editor 


A  week  into  shooting  war  on  terrorism 
its  message  to  the  media  seems 
to  be  ‘Sit  down  and  shut  up’ 


BY  TODD  SHIELDS 

WASHINGTON 

During  the  Good  War  against  Germany 
and  Japan,  journalists  tended  to  trust  gov¬ 
ernment  to  do  the  right  thing.  They  sub¬ 
mitted  to  censorship,  and  complaints  centered 
around  what  was  cut,  not  whether  the  censor  could 
do  so.  According  to  1944  Pulitzer  Prize-winner  Dan 
DeLuce,  an  Associated  Press  war  correspondent, 
“We  didn’t  have  much  of  an  adversary  relationship.” 

How  different  from  today.  As  America  digs  out 
from  the  Sept.  11  terrorist  attacks  and  digs  in  for  a  pro¬ 
tracted  war  against  terrorism,  the  Pentagon  and  the 
press  are  trying  to  work  through  mistrust  built  up  in 
Vietnam,  the  Persian  Gulf,  and  elsewhere.  Early  indi- 
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finned  reports  that 
its  headquarters  in 
Midtown  Manhattan 
was  sealed  after  an 
employee  reportedly 
received  an  envelope 
containing  a  suspi¬ 
cious  powder.  The 
spokeswoman  said  the 
lockdown  was  ordered 
at  11:50  a.m.  and 
remained  in  place  as 
of  E&Fs  deadline. 

Editorial  employees  ' 
on  the  third  and  fourth 
floors  were  evacuated 
to  locations  elsewhere 
in  the  building,  the 
spokeswoman  said. 
Some  fourth-floor 
employees  were 
allowed  to  return  to 
their  desks  by  early 
afternoon  as  New  York 
police  continued  to 
investigate. 

Inside.com  identified 
the  Times  employee 
who  received  the 
envelope  as  Judith 
Miller,  a  reporter  and 
Middle  East  expert 
who  co-authored 
“Germs:  Biological 
Weapons  and  Ameri¬ 
ca’s  Secret  War." 

Times  editorial  em¬ 
ployees  could  not  be 
reached  for  comment. 

Earlier  in  the  week, 
WXII  NewsChannel 
12  in  Winston-Salem, 
N.C.,  reported  that 
anthrax  anxiety  sur¬ 
faced  Monday  at  the 
Winston-Salem  Jour¬ 
nal,  where  authorities 
were  called  after  a 
letter  arrived  from  the 
Middle  East.  The  letter 
was  clean,  the  station 
said.  -  JOE  STRUPP 


The  Newspaper 
Guild  has  estab¬ 
lished  a  clearing 


forces  in  Uzbekistan,  Pakistan,  and  other  countries. 
“We’re  disappointed  because  the  point  of  the  pool  is 
to  get  the  media  to  areas  where  unilateral  coverage 
is  difficult,  if  not  impossible,”  said  Sandy  Johnson, 
AP’s  Washington  bureau  chief. 

Pentagon  spokeswoman  Torie  Clarke  said  the 
pool  might  not  be  activated  for  days  or  weeks.  Say¬ 


ing  journalists  prefer  independent  reporting,  she 
pointed  to  those  who  had  made  their  way  to  Bahrain 
and  then  onto  the  Vinson.  When  told  that  daily 
bombing  brought  daily  briefings  in  the  past,  she  is¬ 
sued  a  caution.  “It’s  just  not  a  good  premise  to  say, 
‘In  all  previous  conflicts,  this  is  what  we’ve  done,’” 
Clarke  said.  “This  is  not  like  previous  conflicts.”  11 


Crossing  the  online/pnnt  divide 


CareerBuilder  rollout  goes  wide 


BY  CARL  SULLIVAN 

IN  THE  MIDST  OF  A 
worsening  job 
market,  many  of 
the  nation’s  largest 
newspaper  publishers 
are  pushing  hard  to  link 
online  and  print  recruit¬ 
ment  advertising.  By 
December,  more  than 
30  of  the  largest  news¬ 
papers  in  the  country 
plan  to  replace  their 
Sunday  employment 
classifieds  with  new 
CareerBuilder  sections. 

These  new  sections 
will  appear  in  papers 
owned  by  Knight  Bidder 
and  the  Tribune  Co., 
which  each  own  47% 
of  CareerBuilder  Inc., 
Reston,  Va.  While  not 
an  investor  in  Career¬ 
Builder,  Dallas-based 
Belo  will  have  its  papers 
also  run  the  new  print 
sections. 

Featuring  the  local 
newspaper’s  flag  along 
with  CareerBuilder’s 
purple-and-orange  logo, 
the  new  sections  aim 
to  provide  well-rounded 
recruitment  services. 
News  stories  and 
features  are  split  50-50 
between  national  and 
local  coverage.  Readers 
are  encouraged  to  go 
online  to  the  newspa¬ 
per’s  Web  site  to  search 
for  jobs,  post  resumes, 
and  register  for  personal 
search  agents  that  will 


alert  them  of  job  oppor¬ 
tunities  as  they  become 
available. 

Even  before  the 
Chicago  Tribune  rolled 
out  its  new  Career¬ 
Builder  section  Sept.  30, 
the  paper  had  already 
been  improving  its 
classifieds  section. 

“The  newspaper 
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industry  recognized 
that  we  need  to  be 
more  involved  in  more 
aspects  of  helping 
people  finding  jobs,” 
said  Owen  Youngman, 
Tribune  Co.  vice  presi¬ 
dent  for  development. 

To  that  end,  the 
Tribune,  the  Los  Angeles 
Times,  and  Newsday  in 
Melville,  N.Y.,  have  been 
steadily  adding  editorial 
content  to  their  help- 


wanted  offerings.  The 
CareerBuilder  sections 
employ  their  own 
editorial  team  of  three 
who  will  cover  national 
stories  and  provide 
localized  features  for 
each  newspaper.  Pro¬ 
duced  by  a  division  of 
Tribune  Media  Services, 
the  editorial  will 
include  career  plan¬ 
ning,  job  advice,  job- 
market  trends, 
profiles  of  local 
business  people, 
and  Career¬ 
Builder  polls. 

Eventually,  all 
but  one  of  the 
Knight  Bidder 
and  Tribune 
papers  will  be 
running  Career¬ 
Builder  content 
on  Sundays. 

The  exception  is 
Knight  Bidder’s 
Detroit  Free  Press, 
which  has  a 
joint-operating 
agreement  with 
Gannett  Co.  Inc.’s 
The  Detroit  News. 

To  help  boost  sales, 
Knight  Bidder,  Tribune, 
and  CareerBuilder 
are  uniting  their  sales 
forces.  While  some 
newspaper  reps  will 
continue  to  specialize 
in  either  print  or  online 
ads,  everyone  is  “equally 
capable  of  selling  one  or 
both  media,”  Youngman 


said.  “At  the  end  of 
the  day,  it’s  just  one 
sales  force.” 

The  ability  to  reach 
a  national  audience, 
both  online  and  in  print, 
should  be  attractive 
to  employers,  said 
Charlene  Li,  research 
director,  Forrester 
Research,  Cambridge, 
Mass.  She  thinks 
national  employers 
will  be  keen  on  the 
notion  of  advertising 
in  more  than  30  news¬ 
papers  with  one  buy. 

While  many  of  its 
dot-com  competitors 
are  dot-gone,  industry 
leader  Monster.com 
remains  strong  — 
especially  after  it 
decided  this  year  to 
acquire  Hotlobs.com, 

Li  added.  Monster’s 
year-over-year  revenues 
were  up  nearly  100%, 

Li  said.  Meanwhile, 
print  newspapers  saw 
recruitment  classified 
spending  drop  33.4%, 
to  $1.42  billion,  for  the 
first  half  of  the  year. 

In  August,  HotJobs 
had  6.8  million  unique 
visitors;  Monster.com, 
6.4  million;  and  Career¬ 
Builder,  4.7  million, 
according  to  Jupiter 
Media  Metrix.  Head- 
hunter.net,  in  the  pro¬ 
cess  of  being  acquired 
by  CareerBuilder,  had 
2.7  million  visitors. 
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www.prnmedia.com 


We've  got  everything  you  need  to  research  and  write  your  story.  Whether  it's  news  releases, 
photos,  logos,  archives  or  access  to  experts,  www.prnmedia.com  is  the  place  to  find  it. 


We  offer  a  custom  e-mail  service  that  allows  you  to  receive  real-time  content  delivered  at  times 
you  specify.  There's  a  three-year  archive  of  news  releases  searchable  by  industry,  geography 
and  company  name.  You  can  connect  with  information  officers  and  expert  sources  through  our 
ProfNet'"  service.  Everything  is  free  and  exclusively  for  registered  journalists. 


Visit  today  and  explore  this  comprehensive  resource, 
www.prnmedia.com  is  available  for  all  your  research  and  information  needs. 


Or  call  1-800-387-8448  for  more  information. 
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house  on  its  Web  site 
to  track  how  papers 
treat  journalists  who 
“express  unconven¬ 
tional  viewpoints”  in 
the  aftermath  of  the 
Sept.  11  attacks. 

“Patriotism’s  2- 
Edged  Sword”  in¬ 
cludes  news  articles, 
media  criticism,  and 
opinion  pieces,  and  is 
soliciting  personal  an¬ 
ecdotes  of  journalists' 
punished  for  their  dis¬ 
senting  views.  It  can 
be  access  directly  at 
http://www.newsguild 
.org/2edged.php. 

-  MARK  FITZGERALD 

ins  BUZZ, 
BUZZ.BUZZIN6 

In  a  sort  of  opin¬ 
ion-page  version  of 
the  film  “Groundhog 
Day,”  The  Sacramento 
(Calif.)  Bee  has  been 
running  the  same 
editorial,  more  or  less, 
for  a  month. 

The  editorial,  which, 
varies  from  day  to 
day  in  length  and 
content,  but  runs 
with  the  same  photo 
each  time,  demands 
that  a  city  bus 
service  lower  its 
student  fares. 

It  made  its  debut 
Sept.  16  and  is  the 
brainchild  of  new  Bee 
Editorial  Page  Editor 
David  Holwerk,  who 
said  he  took  similar 
tacks  when  he  was 
with  the  Duluth 
(Minn.)  News-Tribune 
and  the  Lexington 
(Ky.)  Herald-Leader. 
Holwerk  said  there 
have  been  a  few 
reader  complaints, 
most  from  readers 
tired  of  seeing  the 
same  photo. 

-  JOEL  DAVIS 
Vj  C' 


OCTOBER 
ncnn  acp/cma 

lU  lU  80th  Annual 
National  College 
Media  Convention, 
Associated  Collegiate 
Press  and  College 
Media  Advisers,  Hyatt 
Regency  New  Orleans, 
New  Orleans 

NOVEMBER 

1NAA  Solutions 
2001:  Smaller 
Market  Newspapers 
Regional  Marketing 
Symposium,  News¬ 
paper  Association  of 
America,  Pittsburgh 
Marriott  Citj'  Center, 
Pittsburgh 

0  Q  AAN  Classified 
L  U  Conference, 
Association  of  Alter¬ 
native  Newsweeklies, 
Hilton  Minneapolis, 
Minneapolis 


-CALENDAR 

H  Redefining  Print:  Sheraton  Boston 
What’s  the  New  Hotel,  Boston 


I  U  What’s  the  New 
Reality?  ABC  87th 
Conference  and 
Annual  Meeting, 
Audit  Bureau  of 
Circulations,  Sheraton 
Bal  Harbour  Resort, 
Bal  Harbour,  Fla. 

HSNA  Fall 
Publishers’, 
Advertising 
Directors,  and 
Classified  Advertising 
Managers’  Meeting, 
Suburban  Newspapers 
of  America,  Tremont 
Boston  Hotel,  Boston 

nil  JEA/NSPA 

0  I  I  National  High 

School  Journalism 
Convention, 
Journalism  Education 
Association  and 
National  Scholastic 
Press  Association, 


Sheraton  Boston 
Hotel,  Boston 

Msnpa 

Annual 

Convention, 

Southern  Newspaper 
Publishers  Association, 
The  Breakers,  Palm 
Beach,  Fla. 

HHow  to  Buy 
&  Sell  Web 
Ads,  Adweek 
Conferences  and 
the  Laredo  Group, 
Hilton  Boston  Logan 
Airport,  Boston 

JANUARY 

Mnaa 

Operations 
SuperConference, 
Newspaper 
Association  of 
America,  Hyatt 
Regency  Phoenix  at 
Civic  Plaza,  Phoenix 


Mnaa 

Cooperative 
Marketing  & 

Sales  Conference, 
Newspaper  Association 
of  America,  San 
Diego  Marriott 
Hotel  &  Marina, 

San  Diego 

FEBRUARY 

6_n  E&P’sl3th 
0  Annual 
Interactive 
Newspapers 
Conference  &  Trade 
Show,  Adweek 
Conferences,  San 
Jose  Convention 
Center,  San  Jose, 

Calif. 

NOTE:  To  list  events, 
please  e-mail  to 
Calendar  Editor  at 
calendar@editorand 
publisher.com  or fax 
to  (646)  654-5370. 


At  Dow  Jones  and  E.W.  Scripps 

Both  companies  lower  profit  bar 


Economic  outlook  still  fuzzy 

BY  LUCIA  MOSES  dropped  to  20  cents 

ow  Jones  &  Co.  from  55  cents  in  the 
Inc.  and  the  ,  ye2U'-ago  quarter,  as 
E.W.  Scripps  expected.  Special  items 

Co.  each  predicted  lower  '  included  costs  of  relocat- 
profit  ahead,  reflecting  '  ing  from  the  company’s 
the  continuing  malaise  downtown-Manhattan 

that  crippled  them  in  the  headquarters,  which  it 
third  quarter.  had  to  evacuate  after  the 

At  the  first  two  nearby  World  Trade 

newspaper  companies  Center  was  destroyed.  It 

to  report  third-quarter  forecast  fourth-quarter 

earnings,  already  weak  profit  will  be  down  as 
advertising  was  hurt  ;  much  as  70%,  with  rev- 
further  when  advertisers  enue  at  the  financial  and 
cut  back  after  the  Sept.  technology  ad-reliant 

11  terrorist  attacks.  Wall  Street  Journal 

Dow  Jones  said  earn-  down  35%  to  45%. 

ings  before  special  items  Chairman  and  CEO 


Peter  R  Kann  said  the  |  dined  to  38  cents  from 
company  is  positioned  to  |  46  cents  a  year  ago,  in 
thrive  as  the  economy  i  line  with  expectations, 

!  improves,  however.  Dow  i  and  predicted  fourth- 
Jones  said  it  has  cut  i  quarter  profit  of  55  to  65 
costs  “virtually  to  the  j  cents  per  share  versus  69  I 

I  bone,”  newsprint  costs  !  cents  in  last  year’s  fourth 
I  are  falling,  and  next  j  quarter.  :j 

!  year’s  color  capacity  ]  Newspaper  ad  rev-  i| 

!  expansion  at  the  JoumaZ  |  enue  declined  only  3.1%  j 

I  is  expected  to  generate  i  in  the  qu£uter,  and  the  |  j 

i  additional  and  more  i  company  said  there  are  I 

diversified  ad  revenue.  j  signs  that  some  ad  cate-  !  j 
Scripps,  by  contrast,  gories  that  withdrew  ! 

fared  relatively  well  in  post-Sept.  11  are  coming  ! 

t  the  quarter,  as  better-  back.  Still,  the  outlook  !j 

I  than-expected  growth  at  j  remains  fuzzy.  Said  j 

i  its  cable  TV  networks  |  President  and  CEO  ij 

I  helped  offset  softness  in  I  Kenneth  W.  Lowe,  “I  | 

I  TV’^  and  newspapers.  i  don’t  think  we  know 
I  The  company  said  I  the  definition  of  what’s  !i 

1  earnings  per  share  de-  :  normal  anymore.”  11  ji 
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BY  DAVE  ASTOR 

Herbert  Block 
drew  editorial 
cartoons  since 
the  1920s,  but  never  lost 
his  work  ethic. 

The  Washington  Post's 
Editorial  Page  Editor 
Fred  Hiatt  recalled 
running  a  note  since  late 
August  that  Herblock 
was  “on  vacation.”  When 
pneumonia  delayed  the 
four-time-Pulitzer-Prize 
winner’s  return  to  work, 
he  asked  that  the  note 


be  changed  to  ~ 

say  he  was  M 

“away”  —  so 

it  wouldn’t  ^ 

seem  he  was  i  Jtk 
slacking  off. 

Herblock, 

91,  died  Oct.  7 
after  55  years  Herbert 
at  the  Post  and  prior 
stints  at  the  Newspaper 
Enterprise  Association 
and  the  old  Chicago 
Daily  News,  the  start 
of  his  72-year  career. 

“He  was  absolutely 


brilliant,”  said 
.  Creators 
•!  Syndicate 
B  President  Rick 
mbM  Newcombe. 

“He  was  also 

But,  said 
Hiatt,  “Under¬ 
neath  this  wonderful 
guy  was  this  very  steely 
critic.  He  cut  through 
to  the  real  issue  or  real 
hypocris}'.” 

The  liberal  cartoonist 
may  be  best  known  for 


!  skewering  Repub-  f 

I  licanssuchas 
!  Richard  Nixon  (and  “ 

I  for  coining  the  term  i 

“McCarthyism”),  but 
'  he  also  slammed 
i  Democrats. 

I  “His  work  reflect¬ 
ed  the  notion  that  I 
a  cartoon  ought  to  i 

make  a  point  before  i 
it  made  a  joke,”  i 
i  said  Association  of 
^  American  Editorial 
!  Cartoonists  Presi- 
!  dent  Scott  Stands.  ^ 
1  “Herblock’s  work 
I  changed  the  world.  How 
i  many  of  today’s  cartoon- 
I  ists  can  say  the  same?” 

Asked  who  might 


Herblock:  A  parting  shot 


replace  Herblock,  Hiatt 
said  that  wouldn’t  be 
addressed  until  “after 
we  grieve.”  11 


NATIONAL  REPORT 


I  Topsy-turvy  ‘Times’  in  NYC 

Sports  fans  reading  The  New  York  Times 
last  week  literally  had  to  turn  the  news¬ 
paper  upside  down  to  follow  their  favorite 

^  _  teams.  Starting  Tuesday,  the 

-  Times  relocated  its 
sports  report  so  that 
it  began  on  the  back 


page  0^  the  metro 
section,  but  placed 

present  its  own 

The  change  came 
several  weeks  after  the 

B  layout  to  include  a  new 

section  focused  on  terror- 
^  ”2^  ism-related  stories,  titled 
“A  Nation  Challenged.” 
Since  the  paper  is 

^  designed  to  have  only 

The  New  Yo^  four  late-run  sections. 

Times:  On  top,  and 

bottom,  of  the  news  sports  had  to  be  relo¬ 
cated.  “We  thought  this 
was  something  creative,”  said  Times  spokes¬ 
woman  Catherine  Mathis.  —  Joe  Stnjpp 

Belo:  It’s  freezing  in  Dallas 

A  COUPLE  OF  WEEKS  AFTER  REPORTING  THAT  ITS 
third-quarter  results  would  fall  below 
expectations,  Belo  said  Wednesday  that  it 
would  cut  about  160  jobs,  or  2%  of  its  work 
force,  by  the  end  of  this  month.  By  that  time, 
the  Dallas-based  company  will  have  cut  its 


full-time  staff  by  8%  since  the  end  of  last  year. 

Belo  also  said  it  would  freeze  wages  com¬ 
panywide  for  a  year,  trim  its  five  management- 
committee  members’  pay  by  5%  until  2003, 
hold  capital  spending  at  current  levels  through 
next  year,  and  keep  cash  dividends  at  current 
levels  until  at  least  2003.  —  Lucia  Moses 

Dailies  lower  Mile  High  ad  rates 

Denver’s  jointly  operated  dailies,  the 
Rocky  Mountain  News  and  The  Denver 
Post,  are  in  certain  cases  lowering  their 
advertising  rates,  introduced  in  April,  that 
some  customers  have  criticized  as  too  high. 

Denver  retailers  told  E&P  that  the  Denver 
Newspaper  Agency  (DNA),  which  handles 
business  operations  for  both  papers,  is  offering 
discounted  buys  for  special  events  and  promo¬ 
tions.  DNA  spokesman  Jim  Nolan  said  the 
“basic  pricing  strategy  has  not  changed  in  six 
months,”  but  acknowledged  the  agency  is 
offering  “introductory  packages”  and  “promo¬ 
tional  strategies”  that  may  include  discounts. 

Jane  Eckenrode,  an  ad  buyer  for  the 
Boulder  Dinner  Theatre,  believes  the 
discounts  are  separate  from  rate-card 
changes  so  the  DNA  “won’t  have  to  stay 
with  the  lower  rates  when  the  economy 
picks  up.”  —  Joel  Davis 

‘Journal’  readies  ad  rates  for  2002 

National  ad  rates  in  The  Wall  Street 
Journal  will  increase  3%  starting  Jan.  2, 
parent  Dow  Jones  &  Co.  Inc.  announced. 
Contract  rates  for  color  advertising  in  the 


national  edition  will  rise  2.8%  next  year, 
when  the  Journal  will  add  to  its  color  options 
as  a  result  of  increased  color  capacity.  The 
paper’s  national  rates  increased  5%  this  year, 
while  four-color  rates  rose  6.3%.  —  LM. 

Detroit  papers  partner  with  Advo 

Detroit  Newspapers  and  direct-mailer  Advo 
Inc.  are  launching  a  co-branded  weekend 
advertising  package  that  will  include  targeted 
direct  mail  with  in-paper  distribution  in  the 
co-produced  Saturday  and  Sunday  issues  of 
the  jointly  operated  dailies,  Gannett  Co.  Inc.'s 
Detroit  News  and  Knight  Bidder’s  Detroit  Free 
Press.  The  program  will  start  by  reaching 
600,000  households,  with  plans  to  reach 
850,000  households  by  the  beginning  of  next 
year.  The  five-year  agreement  was  announced 
Wednesday.  —  Mark  Fitzgerald 

Small  is  beautiful  for  CNC  ex-chief 

Arer  seeing  the  100-paper  Community 
Newspaper  Co.  (CNC)  chain  through  its 
sale  to  Boston  Herald  parent  Herald  Media 
Inc.  this  year,  Kirk  A.  Davis  is  thinking  small. 

Former  CNC  President  Davis  left  the  Need¬ 
ham,  Mass.-based  company  Sept.  21  to  start 
his  own  outfit.  Two  weeks  later,  he  purchased 
The  Landmark,  a  9,244-paid-circulation 
weekly  in  Holden,  Mass.,  from  its  founder  and 
publisher,  Joanne  Root.  With  a  staff  of  25, 
Davis  said  he  has  more  time  for  his  employees 
and  community,  and  he  likes  it  that  way.  “If  I 
put  tr^ether  three  or  four  newspapers,  that 
would  be  more  than  erwugh,”  he  said.  —  LM. 
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Higgins,  now  publisher  of  the  Saint  Paul 
(Minn.)  Pioneer  Press. 


LOUISIANA 
Carl  Redman  to  managing  editor  of  The 
Advocate  in  Baton  Rouge  from  state 
government  reporter.  Redman  succeeds 
James  B.  Whittum  (see  “Alabama,”  left). 


NEW  JERSEY 
Edward  J.  Melando  to  vice  president  and 
controller  of  the  Journal  Register  Co. 
in  Trenton  from  controller. 


BY  JAMIE  SANTO 


Illinois 

Kenneth  J.  DePaola  Jr. 

Kenneth  J.  D^Paola  Jr.  has  been  named  vice 
7  ^  president  for  advertiser  marketing  and  sales 

at  the  Chicago  Tribune.  He  will  lead  the 
department  jointly  with  Dennis  Grant, 
who  earlier  announced  his  intention  to 
resign  af  year-end.  DePaola  most  recently 
iflHi  served  as  associate  publisher  of  the  Chicago 
Sun-Times,  which  he  left  this  year.  He  joined  the  Sun-Times  in 
1981.  “I’ve  had  the  opportunity  to  admire  and  compete  with  the 

V 

Chicago  Tribune  for  22  years,”  said  DePaola.  —  Mark  Fitzgerald 


NEW  MEXICO 
James  Rosenthal  to  editor  of  the  Las  Cruces 
Sun-News  from  managing  editor.  Rosen¬ 
thal  succeeds  the  late  Harold  Cousland. 


NEW  YORK 
Ken  Hall  to  vice  president  for  news  at 
Ottaway  Newspapers  Inc.  in  Campbell 
Hall  from  executive  editor  of  the  Traverse 
City  (Mich.)  Record-Eagle,  effective  Jan.  1. 
Hall  succeeds  the  late  David  Brace. 


OHIO 

Joe  Hallett  to  the  newly  created  position 
of  senior  editor  at  The  Columbus 
Dispatch  from  politics  editor. 


PENNSYLVANIA 
Henry  Haitz  III  to  president  and  publisher 
of  the  Centre  Da  ily  Times  in  State  College 
from  general  manager,  effective  Jan.  1.  He 
will  succeed  Lou  Heldman,  recently  named 
publisher  of  The  Wichita  (Kan.)  Eagle. 


ALABAMA 

James  B.  Whittum  to  editor  and  publisher 
of  The  Dothan  Eagle  and  The  Enterprise 
Ledger  from  managing  editor  of  The 
Advocate  in  Baton  Rouge,  La. 


CALIFORNIA 
Par  Bidder  to  president  and  publisher 
of  The  Tribune  in  San  Luis  Obispo  from 
vice  president  and  advertising  director, 
effective  Nov.  1.  Ridder  succeeds  Harold 


TEXAS 

Marc  Masferrer  to  managing  editor  of 
The  Lufkin  Daily  News  from  city  editor 
at  The  Daily  Sentinel  in  Grand  Junction, 
Colo.  Masferrer  succeeds  Ernest  S.  Murray, 
now  marketing  services  manager. 

Andy  Adams  to  assistant  managing  editor 
from  city  editor. 
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in  exploring  and  negotiating  the  sale 
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,  non-daily  newqia^  gidu^ 


tIOWA 

Stoeffler 

to  the  newly  cre¬ 
ated  position  of 
vice  president  for 
news  at  Davenport-based  Lee 
Enterprises  Inc.  from  editor  of 
the  Lincoln  (Neb.)  Journal  Star, 
effective  Dec.  1. 
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JElUIUeSFIIIIIIlES 

Georgia  appellate  court’s  decision  deals  a  presumably  fatal  blow 
to  RichariJ  Jewell’s  suit  against  the  ‘Atlanta  Journal-Constitution’ 


After  five  years,  it  looks  like 
Richard  Jewell’s  lucrative  side¬ 
line  of  shaking  down  news 
organizations  has  reached  a 
dead  end.  The  Georgia  Court  of  Appeals 
ruled  Wednesday  that  the  former  security- 
guard  made  himself  a  limited  public  figure 
when  he  basked  in  the  spotlight  after  the 
Centennial  Olympic  Park  bombing  during 
the  1996  Summer  Games  in  Atlanta.  By  its 
decision,  the  court  likely  killed  any  chance 
that  Jewell  will  prevail  in  his  libel  suit 
against  Atlanta  Journal-Constitution. 

As  the  court  noted,  Jewell 
has  only  himself  to  blame. 

When  he  spotted  the  knap¬ 
sack  containing  the  bomb 
and  cleared  the  area  —  un¬ 
doubtedly  saving  lives  in  an 
explosion  that  killed  one  per¬ 
son  and  injured  111  —  Jewell 
eagerly  embraced  the  media 
attention  that  followed.  He 
appeared  on  any  media  out¬ 
let  that  would  have  him,  drawling  his  tale 
like  a  backwoods  version  of  Joe  Friday.  His 
obvious  enjoyment  of  the  limelight  quickly 
drew  the  scrutiny  of  FBI  investigators. 
Within  72  hours  of  the  bombing,  the 
Journal-Constitution  reported  in  an  extra 
edition  that  Jewell  himself  was  a  suspect. 

When  he  was  cleared  belatedly  —  three 
months  later  —  Jewell  and  his  lawyer, 

L.  Lin  Wood  Jr.,  set  out  to  monetize  the 
experience  by  suing  deep-pocketed  news 
organizations.  They  got  off  to  a  big  start  in 
December  1996  when  NBC  shelled  out  a 
reported  $500,000  rather  than  go  to  court. 
“We’re  going  to  sue  eveiy-one  from  A  to  Z,” 
Wood  brayed  afterward. 

And  so  they  did.  Soon  they  had  reached 
settlements  with  CNN  and  a  college  tnat 


once  employed  Jewell.  The>'  even  filed  a 
colossally  silly  $15-million  suit  against  the 
New  York  Post  over  an  editorial  cartoon  that 
neither  depicted  nor  mentioned  Jewell. 

The  suit  against  \h.e  Journal-Constitu¬ 
tion  was  far  more  damaging.  Wood 
managed  to  convince  the  trial  judge  to  slap 
contempt  charges  —  dropped  by  the 
appeals  court  —  on  reporters  Ron  Martz 
and  the  late  Kathy  Scruggs.  Most 
infuriatingly,  the  lawsuit  ignored  the  plain 
and  inescapable  truth  that  the  JoMTTia/- 
Constitution’s  reporting  was  correct. 

Clueless  though  it  may 
have  been,  the  FBI  did 
suspect  Jewell. 

The  appellate  decision, 
written  by  Presiding  Judge 
Edward  H.  Johnson,  is  a 
welcome  reminder  for  all 
news  organizations  —  and 
the  plaintiffs’  attorneys  who 
target  them  —  that  truth 
emerges  not  when  speech 
is  punished  but  when  it  is  encouraged. 
Johnson’s  opinion  acknowledges  that 
Jewell  suffered  “considerable  anguish” 
when  dozens  of  news  crews  camped  outside 
his  mom’s  apartment.  But  continuing 
media  coverage  of  the  bombing  investi¬ 
gation  relieved  that  anguish  by  restoring 
Jewell’s  reputation,  the  judge  said.  “His 
role  in  these  events  has  once  again  been 
depicted  as  the  positive  role  it  was 
originally  believed  to  be,”  Johnson  wrote. 

From  his  first  entrance  onto  the  public 
stage,  Richard  Jewell  never  really  knew 
when  to  say  when.  He  should  take  this 
latest  setback  as  a  sign  that  it’s  time  to  quit 
his  litigious  moonlighting  and  fade  into 
memory  as  the  underpaid  Olympic  guard 
whose  quick  thinking  saved  countless  lives. 


American  way: 
Truth  emerges 
not  when  speech 
is  punished 
but  when  it 
is  encouraged. 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged;  The  Journali.st,  established  March  22, 1884:  Newspaperdom,  March  1892; 
The  Fourth  Estate,  March  1, 1894;  Editor  &  Puhusher,  June  29, 1901;  Advertising,  June  22, 1925. 

OFFICES:  General:  770  Broadway,  New  York,  NY  10003;  Voice:  (646)  654-5270;  Editorial  (ax:  (646)  654-5370:  Advertising  fax: 
(646)  654-5125:  Corporate  e-mail;  edpub@editorandpublisher.com:  Web  site:  hrtp://www.editarandpublisher.com  Chicago:  6505  W. 
Palatine  Ave.,  Chicago,  IL  60631;  (773)  792-3512;  fax  (773)  792-3513.  Mark  Fitzgerald,  Editor  at  Large.  Carmel:  PO.  Box  223513, 
Carmel,  CA  93922-3513;  (831)  625-6902;  fax  (831)  625-6911.  Jill  Martin,  Western  MX  KB 

Regional  Advertising  Manager.  Washington:  1700  K  St.  NW,  Suite  306,  Washington,  (X) 

20006;  (202)  833-2551.  Todd  Shields,  Washington  Editor  Sacramento:  5541  Callister  %||F  2  V-'-X-  Ak 

Ave.,  Sacramento.  CA  95819;  (916)  837-7219.  Joel  Davis.  West  Coast  Editor. 


wwwedi  to  randpublisher.com 


OCTOBER  15,  2001  FIDITOK  &  PCBLISHFiK  11 


Looking  to  Washington 
for  answers  -  on  the 
Web  profit  dilemma 


BY  TODD  SHIELDS 

The  Washington  Post  Co.’s  top  executive 
for  online  products  can  look  out  his  11th- 
floor  window  and  see  the  Washington 
Monument,  the  U.S.  Capitol,  and  other 
soaring  icons  that  mark  the  nation’s  capital.  But 
it’s  the  Potomac  River,  low  and  tranquil  in  the 
foreground,  that  may  tell  more  about  Christopher 
M.  Schroeder  and  Washingtonpost.Newsweek 
Interactive,  the  new-media  division  of  the  Post 


Co.  that  he  runs. 

Schroeder  and  his  staff  of  250  journalists,  Web 
experts,  and  business  people  work  across  the  river 
from  The  Washington  Post.  Their  location  in 
Arlington,  Va.,  leaves  them  near  enough  for  easy 
meetings  with  Post  Co.  executives  in  downtown 
Washington,  yet  far  enough  away  that  they  are 
comfortably  in  their  own  sphere. 

The  separation  reinforces  the  notion  that 
Schroeder’s  main  online  service,  washington- 
post.com,  is  not  simply  an  extension  of  The 
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lUCE 


Meeting  across 
the  river:  Chris 
Schroeder,  CEO 
and  publisher  of 
Washingtonpost.- 
Newsweek 
Interactive,  in  his 
Arlington  office 


Washington  Post  newspaper,  but  part  of  a 
new  medium  with  its  own  dynamics.  It’s  a 
concept  accepted  at  the  very  top  of  the 
Post  Co.  Clearly,  the  Web  site  “is  where  it 
is  because  it  has  the  content  of  The 
Washington  Post,”  Chairman  and  CEO 
Donald  E.  Graham  tells  E^P.  “But  it  has 
to  be  more  than  that.  It’s  a  fundamentally 
different  medium  used  by  its  readers  for 
different  purposes. ...  It  hasn’t  yet  been 
the  success  that  we  have  expected  and 
hoped  for,  but  aspects  of  it  have  been 
very'  successful.” 

Page  views  surged  after  the  Sept.  11 
terrorist  attacks,  reaching  a  whopping  28 
million  a  day.  Given  the  huge  increases  in 
traffic,  “I  think  we’d  be  very  foolish  indeed 
to  pull  back  from  our  basic  commitment  to 
this  Internet  site,”  Graham  says.  “We  have 
an  opportunity  to  reach  a  different  and 
rapidly  growing  audience.  We  have  to  stick 
with  it,  and  we  have  to  find  ways  of  making 
the  economics  work  better.” 

Like  his  boss,  Chris  Schroeder,  37, 
remains  optimistic,  despite  last  year’s 
dot-com  collapse  —  not  to  mention  his 
division’s  consumption  of  tens  of  millions 
of  dollars  with  little  return.  Schroeder, 
publisher  and  CEO  of  Washingtonpost.- 
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Newsweek  Interactive,  is  a  former  invest- 
I  ment  banker,  campaign  worker  for  the  first 
President  Bush,  and  U.S.  State  Department 
i  official.  He  says  he  paces  the  floor  at  night 
thinking  about  washingtonpost.com  and 
the  Internet.  And  now  he’s  aiming  to 
i  attract  the  advertising  riches  he  believes 
i  vvill  inevitably  come  to  the  Internet. 

Losing  big 

The  open-collared,  khaki-wearing. 
Harvard  University  graduate  encapsulates 
I  the  Web’s  faded  allure  —  and  its  ultimate 
promise  —  in  one  compact  statement: 

“This  is  the  biggest  thing  not  to  make 
money  in  the  history  of  media,”  Schroeder 
told  a  recent  visitor. 

In  other  words,  the  Web,  measured  by 
the  mass  audience  it  serves,  is  too  big  a 
phenomenon  not  to  make  money, 

!  eventually,  for  somebody. 

Not  everyone  accepts  that  assumption. 
“The  advertising  model  fundamentally 
won’t  work,”  says  Vin  Crosbie,  a  managing 
partner  with  the  Digital  Deliverance 
consultancy.  “It’s  an  old-media  way  of 
speaking  about  new  media.” 

Crosbie,  who  delights  in  exposing  what 
he  calls  the  “shibboleths,  slogans,  and 
ballyhoo”  about  the  Internet,  marshals  a 
set  of  discouraging  statistics.  The  Web,  he 
notes,  lets  consumers  retrieve  information, 
but  is  bad  at  delivering  it.  And  consumers 
;  don’t  show  a  lot  of  eagerness  to  spend 
;  time  retrieving.  Nielsen/Net  Ratings  last 
j  year  found  no  newspaper  Web  site  that 
I  recorded  a  half-hour  monthly  average  for 
I  its  visitors. 

I  So  what  is  a  newspaper  company  to  do 
to  prove  the  pessimists  wrong?  According 
to  Craig  Huber,  a  Morgan  Stanley  analyst 
■  who  follows  the  Post  Co.,  it  has  spent  at 
least  $230  million  on  online  delivery  of 
I  news  in  the  past  five  years.  Far  from 
i  blanching,  Huber  calls  for  more  of  the 
!  same,  if  only  as  a  defensive  play.  He 
i  foresees  nearly  20%  of  the  help-wanted 
I  advertising  market  moving  online  by  2005, 
i  compared  with  roughly  10%  now. 

“The  Internet  for  newspapers  has  never 
I  been  more  important,  given  the  threat  to 
classified,”  Huber  says.  “Any  newspaper 
that’s  not  spending  reasonably  heavy  out 
there  is  making  a  huge  mistake  for  the  long 
term.  They  have  to  protect  the  long-term 
viability  of  the  franchise,”  Huber  adds. 
“They  can’t  let  the  CNN.coms  ...  gain  a 
foothold  and  leave  them  out  in  the  cold.” 

That  jibes  with  Schroeder’s  approach, 
which  rests  upon  two  pillars.  The  first  is 
building  washingtonpost.com  into  a  na¬ 
tional  brand.  The  second  calls  for  attract¬ 


ing  advertisers  to  a  medium  that  has  yet 
to  command  much  of  a  premium,  still 
drawing  less  than  a  tenth  as  much  adver¬ 
tising  as  old-fashioned  print  newspapers. 

Optimists  can  view  that  paltrv'  ad 
serving  as  the  proverbial  half-full  glass. 

I  Revenue  at  washingtonpost.com.  rose 
’  through  the  first  half  of  this  year,  climbing 
'  to  $15.4  million,  a  26%  increase  over  the 
same  period  a  year  earlier.  On  the  other 
hand,  this  came  after  Schroeder  doubled 
the  online  advertising  sales  staff,  who 
now  offer  ads  in  three  standard  formats: 
banners,  buttons,  and  tiles.  By  way  of 
comparison,  the  ink-on-paper  Washington 
Post  pulled  in  $294.6  million  in  ad  revenue 
in  the  first  half  of  this  year. 

Schroeder  reaches  no  conclusion  —  yet. 
But  he  has  faith  in  the  long  term.  For  one 
thing,  he  says,  when  transformative  indus¬ 
tries  shake  out,  the  few  winners  left  stand¬ 
ing  are  in  a  position  to  dominate,  much  as 
a  wildly  diverse  automobile  industiy’  gave 
way  to  Detroit’s  Big  Three  in  the  20th  cen- 
,  tury.  And  for  another  thing,  says  Schroed- 
:  er,  “It  would  be  historically  unprecedented 
;  for  there  not  to  be  an  advertising  proposi¬ 
tion  for  the  millions  of  people  online.” 

Building  visitors,  Tost’-haste 

Before  Schroeder  can  attract  advertising 
expenditures,  he  needs  to  build  an 
audience.  That  job  is  well  on  its  way  to 
being  done. 

Washingtonpost.com,  like  its 
namesake  newspaper,  enjoys  enviable 
local  penetration.  According  to  the  Media 
Audit,  which  conducts  telephone  surveys, 
roughly  one-third  of  Washington-area 
adults  log  on  to  washingtonpost.com  each 
month.  That  gives  the  site  the  leading  local 
penetration  for  a  daily  newspaper  Web  site 
among  the  83  markets  surveyed  by  the 
firm.  The  next-highest  local  penetration 
came  in  Texas,  where  the  Austin 
American-Statesman’s  Austin360.com 
attracted  about  one-fourth  of  local  adults. 

Washingtonpost.com  takes  care  to  offer 
a  rich  localized  experience,  offering  visitors 
restaurant  reviews,  nightlife  listings, 
museum  schedules,  and  traffic  updates. 
Visitors  can  link  to  ad-driven  portions  of 
the  site  that  offer  shopping  for  big-ticket 
necessities  such  as  cars  and  houses  and 
niceties  including  weekend  getaways  and 
ocean  cruises. 

The  varied  content  surrounds  a  core  of 
news  and  analysis  that  has  boosted 
washingtonpost.com’s  national  audience. 

'  According  to  New  York-based  Jupiter 
Media  Metrix,  the  site  climbed  this 
summer  to  fifth  in  audience  size  among 
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Hopes  at  the  Washington  Post  Co.  for 
audience  growth  at  its  key  Web  site  rest  in 

part  on  the  customization  offered  by  mywash-  |  - . . .  .  .  . 

ingtonpost.com.  So  it’s  only  fair  to  ask;  What  happens  j  BBP8HHHHEI  BBSBBHHIHISSb]  ^ 

when  an  average  user  ventures  onto  the  site  and  tries  to  j  «»«.««« -—jmi—w  i  'ap.^, _ * 

bend  it  to  his  will?  tSjj"'""'"* . . .  | 

The  experience  is  actually  pretty  smooth.  Using  a  UBIl 

dial-up  56K  modem  and  computer  with  a  5-year-old  i 

Pentium  processor,  I  was  able  to  access  the  site  (http://  \lBi1ss!isSS£a.».^!»  ^V|||||||B 

mywashingtonpost.com)  and  select  from  a  wide  array  BHBWWMwrgsssnni  ^ 

of  choices.  It  tookjust  a  few  mouse  clicks  to  inform  the  iHAfl 

site  what  news  I  wanted  it  to  emphasize  and  what  I _ ® _ 

wanted  to  see  from  within  broad  subject  groups  (enter-  .w,  _  j  ■||||||| 

tainment,  for  example,  or  weather  or  traffic).  “  ■;”  ■"■»«''  ■  _ 

With  the  next  logon,  the  site  kicked  back  tailored  “  Z» 

headlines  and  links.  In  my  case,  this  entailed  dutiful  »  IZ  __ — ® _ 

links  to  business  news  and  The  Washington  Posts  - - - 

media  columnists,  as  well  as  useful  links  to  live  video- 

cam  views  of  key  commuting  routes  in  the  traffic-  *  °  r,  * 

choked  Washington  region.  sent  each  user,  including  restaurant  i 

And  I  could  let  the  site  know  that,  with  each  logon,  I  also  want  upcoming  live-music  performances,  and 
to  be  offered  an  icon  linking  to  the  latest  version  of  the  sardonic  targeted  advertisements,  such  as  to  “females  over  25  years  old.” 
comic  “Tom  the  Dancing  Bug.”  Or  to  any  of  51  other  comics  I  submitted  two  different  online  profiles,  both  purporting  to 
carried  by  the  Post.  Or  to  any  of  11  political  cartoonists.  Or  to  be  20-year-old  males,  one  from  a  wealthy  Virginia  community 
school  data  in  21  Jurisdictions.  Or  to  home  sales,  horoscopes,  and  the  other  from  a  poor  Maryland  suburb.  Judging  from  the 
news  from  particular  counties,  and  game  results  for  the  major-  banner  ads  that  app>eared  during  a  couple  of  sessions,  such 
league  sports  team  of  my  choice,  etc.  people  are  equally  interested  in  Vanguard  mutual  funds  and 

The  price  for  this  blessed  focus?  Free,  in  the  literal  sense,  tourism  in  West  Virginia  and  Pennsylvania.  But  the  site  guessed 
though,  of  course,  subscribers  give  up  some  personal  informa-  the  Virginian  would  want  to  hear  about  swanky  French  restau- 
tion.  Users  choose  a  member  name,  and  one  is  free  to  come  up  rants,  while  the  Marylander  got  steered  toward  cheaper  Irish 
with  any  name  whatsoever.  During  registration,  the  site  also  asks  and  Latino  fare.  —  Todd  Shields 


Maybe  you  can  always 
get  what  you  want  (if 
you  try  sometinres). 


news  and  information  sites.  (August 
numbers  showed  it  slipping  to  sixth,  just 
behind  rival  USAToday.com.)  Jupiter 
ranked  The  New  York  Times  on  the  Web 
as  No.  3.  The  other  sites  in  the  top  five 
were  MSNBC.com,  CNN.com,  and 
ABCNews.com,  respectively. 

Washingtonpost.com  achieved  its  high 
standing  without  the  continual  on-air 
exposure  enjoyed  by  TV-linked  sites  — 
and  with  little  national  advertising. 

Today  roughly  two-thirds  of  the  site’s 
visitors  are  from  outside  the  Washington 
area,  attracted  to  authoritative,  detailed 
accounts  of  national  and  world  events  by 
Washington  Post  writers.  According  to  a 
nationwide  survey  the  Post  commissioned, 
the  newspaper  was  recognized  by  an  aston¬ 
ishing  100%  of  those  queried,  Schroeder 
says,  “but  over  50%  of  them  didn’t  know 
we  had  a  Web  site.  How  about  that?” 

To  close  that  knowledge  gap,  Schroeder 
is  seeking  partnerships  with  other  media 
companies  —  he  would  not  specify  which 


—  that  would  put  Washington  Post  news 
and  features  on  other  sites,  with  links  back 
to  washingtonpost.com.  He  may  tighten 
bonds  with  sibling  Newsweek,  which  now 
appears  online  in  a  partnership  hosted  by 
MSNBC.com.  And  he  may  persuade  other 
Post  Co.  units,  including  its  six  TV  stations 
(in  Detroit,  Houston,  Miami,  and  San 
Antonio,  as  well  as  Jacksonville  and 
Orlando,  Fla.)  to  cross-promote  in  much 
the  same  way  cable  TV  news  channels  tout 
their  Web  sites. 


NORTHEAST 
INDUSTRIES,  INC 

is  Hiring  Printing  Press 
Engineers,  Machinist, 
and  Mechanics. 


Washington  clicks,  for  once 

Once  people  come  to  his  Web  sites, 
Schroeder  wants  to  find  ways  to  keep 
them  online,  learn  about  their  preferences, 
and  serve  them  up  to  advertisers.  One 
way  to  do  that  is  through  intense 
personalization  of  the  visitor’s  experience. 
In  June,  the  Web  site  launched  mywash- 
ingtonpost.com. 

A  single  click  on  the  main  Web  site’s 
news-heavy  home  page  takes  users  to 
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mywashingtonpost.com,  where  they  find  a 
second  home  page  that  devotes  most  of  its 
space  to  abundant  choices  for  customized 
content  (see  story,  p.  15).  Visitors  may 
choose  which  stock  quotations  appear, 
what  sports  will  be  featured  in  headlines, 
and  even  which  comics  receive  a  link. 

Schroeder  explains  the  section’s  aim: 
“We  retain  them  better,  longer.  And,  over 
a  period  of  time,  we  can  serve 
them  better  with  ads.”  There  is 
tentative  evidence  that  mywash- 
ingtonpost.com  may  be  helping 
to  extend  visitors’  stays  on  the 
site.  In  August,  visitors’  average 
minutes  per  month  on  the  site 
climbed  to  a  little  more  than  37 
minutes,  up  from  about  29 
minutes  the  month  before,  says 
Don  Marshall,  spokesman  for  Washing- 
tonpost.Newsweek  Interactive. 

After  the  gold  rush 

Schroeder  says  personalized  visits  are 
a  step  toward  precisely  targeted  advertis¬ 
ing.  “This  is  the  very  core  of  the  next 
step,”  he  says.  “We  can  target  with  a 
degree  of  specificity  that  no  other 
medium  but  direct  mail  can  match.” 


Already,  Schroeder  says,  the  site  can 
sell  some  ads  based  on  ZIP  codes  of 
registered  users.  Later,  it  hopes  to  sell  ads 
based  on  needs  that  visitors  specily.  For 
instance,  a  user  who  chose  symphony- 
orchestra  listings  for  a  customized 
calendar  would  receive 
ads  for  classical  music 
recordings. 


“[l]t  is  up  to  US 

to  find  ways  in 

which  the  site 

can  he  effective.” 

DONALD  E.  GRAHAM 

TW 

CEO.WasliingtonPiistCo. 

y 

Schroeder  already  has  a  less  exotic 
example  of  wringing  money  from  online 
services.  Washingtonjobs.com,  an 
employment-listing  portal  located  a 
mouse  click  away  from  the  main  home 
page,  gathered  revenue  of  $800,000  in 
1998,  $3.2  million  in  1999  —  and  nearly 
$10  million  last  year  after  an  upgrade 
that  added  a  search  agent,  a  database, 
and  other  improvements. 


Growth  like  that  whets  appetites 
in  both  Arlington  and  downtovra 
Washington,  as  does  increased  visitor 
traffic  via  other  links  that  help  sell 
automobiles  and  houses. 

Donald  Graham  likes  what  he  sees, 
telling  E^P:  “I  have  to  believe  in  the 
long  run  that  local  merchants  are  going  to 
find  a  way  to  use  the  large  and  increasing 
audience  of  this  site  to  sell  their  products. 
But  it  is  up  to  us  to  find  ways  in  which  the 
site  can  be  effective  for  those  customers.” 

Graham  denies  the  site  would  move 
away  from  banner  ads,  explaining,  “It 
simply  means  that  we  have  to  find  ways 
to  make  Internet  advertising  work  for 
the  broadest  possible  spectrum  of 
advertisers.  I  believe  we’re  going  to  find 
answers  to  that.” 

Whether  online  advertising  can  succeed 
or  not,  the  Post  Co.  needs  to  act  as  if  it 
will,  says  Gordon  Borrell,  president  and 
managing  partner  of  the  consulting  firm 
Borrell  &  Associates.  “There’s  still  a  bit  of 
a  gold  rush,  and  they  don’t  know  if  there’s 
gold  out  there,”  says  Borrell,  immediate 
past  president  of  the  NAA’s  New  Media 
Federation.  “But  they  can’t  afford  to  pull 
out  and  watch  the  other  miners.”  11 


GOLDSMITH 

■  $  25,000  prize  for  investigative 

AWARDS 

reporting 

( Deadline  for  entries:  December  3 1 , 200 1 ) 

Joan  Shorenstein  Center 

PRESS  ■  POLITICS 

■  Two  $2,500  book  prizes 

( Deadline  for  entries:  December  3 1 , 200 1 ) 

For  more  information,  please  contact: 
Goldsmith  Awards  Program 

Joan  Shorenstein  Center 

John  F.  Kennedy  School  of  Government 

Harvard  University 

Cambridge,  MA  02138 

■  PUBLIC  POLICY- 

617-495-8269 

www.shorensteincenter.org 

Harvard  University 

John  F.  Kennedy  School  of  Government 
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-FEATURES  AVAILABLE- 


COLUMNS  AVAILABLE 


POPULAR  FAMILY  HUMOR  COLUMN 

Perfect  for  your  family  audience 
See  for  yourself.  Free  samples 
Mike  412  303-1014Arivfam@juno.com 


ENTERTAINMENT 


NEWS.  REVIEWS.  FEATURES.  Columns 
Photos.  Billboard  charts 
Movie  charts.  TV  ratings 
“This  Day  in  Music  “  almanac 
From  the  leading  brands  in  the  business 
BPI  Entertainment  News  Wire 
Peter  (323)  525-2240/www.bpienw.com 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  2924308/(909)  927-0164 


WEATHER  MAPS 


WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under¬ 
ground.  Print  ready  custom  formats,  simple 
contracts,  competitively  priced.  World  cov¬ 
erage  in  50-t-  languages. 

(415)  5434806  x2 

http//www.wunderground.com/newsoaper 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 


VENEZUELA’S  ONLY  ENGLISH 

language  daily  newspaper  seeking 
strategic  partner.  56  years  old.  Loyal 
readership.  Over  US  $5  milion  in 
annual  gross  sales.  Newspaper  printing 
business. 

dailymata@cantv.net 


CONTENT  FINDER 


CONTENT  RNDER  -  www.econtentfinder.com 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audience,  Type  or  Language. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


LEADER  IN  NEWSPAPER  APPRAISALS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 

www.editorandpubllsher.com 


NEWSPAPER  BROKERS 


MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 


800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix,  West  (209)  634-7202 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300 

Rickenbacher  IVfedia 

6731  Dcsco  Dr..  Dalla 
673  1  Desco  Dr.,  Dallas.  TX  75225 
www.rickenbuchermediu.com 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

PHILLIPS  PROPERTIES,  INC. 

Consultants-lnvestments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  5374050 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NEWSPAPERS  FOR  SALE 


I  100  YEAR  OLD  COUNTY  seat  weekly,  west- 
I  ern  Montana.  Second  fastest  growing  coun- 
I  ty  and  household  income  in  State.  Excellent 
schools,  hunting,  fishing,  skiing.  $80,000 
I  includes  newer  building. 

Phone:  (406)  225-3821  days; 
i  (406)  2254242  evenings. 


AVOID  DOWN  SIZING  own  your  news- 
I  paper  Also  county  seat  weeklies,  others. 

I  Free  list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 


COLORADO  WEEKLY  NICHE  Publication. 
Mountain  splendor,  great  living  high  profit. 
$300K.  Dorman  E.  Cordell,  Broker,  13240 
Peyton  Drive,  Dallas,  TX  75240,  Ph. 
972-960D096.  Fax  972-774-1188 
dcordell@swbell.net 


For  a  list  of  Properties  for  Sale: 
www.mediamergers.com 
■  W.B.  Grimes  &Co.-Est.  1959 

1  PACIFIC  NORTHWEST  WEEKLY,  gross 
j  $850,000  with  $200,000  to  owner.  Great 
area.  Priced  at  gross.  Contact  Mike  Lind- 
'  sey.  Media  Consultants,  Inc. 

(307)  772-0003 

4,000  circulation  daily,  new  press.  Gross 
$1.7  with  good  cash  flow  to  owner.  Asking 
$3  million  with  $1  million  down  and  balance 
over  10  to  15  years.  Real  estate  not  includ¬ 
ed  in  price.  Contact  Mike  Lindsey: 

(307)  772-0003 

j  California  shopper  grossing  $500,000 
priced  at  gross.  Contact  Howard  Alspach: 
(740)  681-9259 

Minnesota  weekly,  million  dollar  range. 
Contact  Terry  Licence; 

(970)  577-7674 
Complete  list  at: 
virww.publicationsforsale.com 

NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


OKLAHOMA  CITY  SEMI-SUBURBANS 

Three  paid  circulation  exclusive  community 
newspapers.  Growing  communities,  good 
retail.  $1.95m  annual  gross,  $560K  cash 
flow.  Longtime  family  ownership.  Price 
$4.2m. 

THOMAS  C.  BOLITHO 
Bolitho  Media  Service 
P.O.  Box  1985  Ada,  OK  74821 
(580)  421-9600 
Web:  www.bolitho.com 
E-mail:  bolitho@bolitho.com 


NEWSPAPERS  WANTED 


WEEKLY  NEWSPAPER  WANTED  for  under 
$400,000.  Preferably  in  rural  New  England 
or  Appalachia.  Iikeyousaid@yahoo.com 


-EQUIPMENTS  SUPPLIES^ 


EQUIPMENT  FOR  SALE 


KANSA  320.  Newspaper  Inserter  5  into  1. 
Model  501-1.  Serial  No.  124,  date  of  pur¬ 
chase  1981.  $12,500.  Can  be  seen  run¬ 
ning  at  Daily  News,  Huntingdon,  PA.  Will 
consider  trade  for  Goss  Community  Unit. 

Call  George  Sample,  (800)  63^5692 


MAILROOM 


BUY/SEU/AU  MAILROOM  E(}UIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


NEWSPAPER  APPRAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  produced  top  values  for  publishing  companies,  in 
thousands  of  transactions  througnout  the  country.  VVe  have  built  this 
record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

CRIBB 

&  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

(406)  586-6621 

Bozeman.  Montana 


John  Cribb  •  Jim  Hicks 
Tom  Karavakis  •  Gary  Greene 
Kerry  Murdock 


OCTOBER  15,  2001  EDITOR  &  PUBLISHER  CLASSIFIEDS  Cl 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING 


Fax :  (646)  654-5312 


JEDITORANDPUBLISHER.COM 


MMACMAHON@EDITORANDPUBLISHER.COM 


EDITORANDPUBLISHER.COM 


-EQUIPMENTS  SUPPLIES- 


MAIUIOOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

'  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

_ NEWSRACKS _ 

IMl  (USA)  CORPORATION 

I"''Kid  displays  single  copy 

wspaper  Circulation  Supplies 
;e  brochures  available 

Phone:  (800)  336-5803 
Fax:  (909)  920-3060 
Email:imiusa@aol.com 
www.imiusacorp.com 


2  GOSS  SSC-4  Highs  21 1/2”  cut-off - 

running  well  -  $100,000.00  each  -  or  best 
offer  by  owner  (631)  231-  6060 

DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

FOR  SALE:  5/U  1974  Goss  Community 

w/SC  folder,  50  HP  drive,  $90,000;  7/u 
1986  News  King  w/KJ8  folder.  60HP. 
$150,000;  6/u  68-73  News  King 

w/running  circ  register  on  units,  w/KJ6 
folder  w/upper  former  &  60  HP,  $68,000 
guaranteed;  Goss  Community  SSC  1996 
4/u  w/SSC  folder/60  HP. 

Call  John  Newman  (913)  648-4195 

GOSS  URBANITE  USERS  -  NEED 
BACK  TO  BACK  COLOR? 

Use  your  existing  mono  units  or  add  new 
units  to  make  four-high  towers  with  rein¬ 
forced  side  frame  support  for  operation  at 
55,000  per  hour  without  vibration.  Add  mo¬ 
torization  of  sidelay  and  circumferential  reg¬ 
isters  for  good  quality  color  registration. 
Infeed  and  outfed  systems  for  straight  web 
lead  and  constant  web  tension.  Control 
console  for  motorization  of  plate  cylinders 
and  anti-fanK)ut  system. 

Over  30  four-high  towers  installed  and  op¬ 
erating  successfully. 

ALLPRESS  EQUIPMENT,  INC. 

Tel;  (407)  281-0111 
Fax;  (407)  282-2289  or  (407) 
281-0111 

E-mail:  apreeq@aol.com 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 


-HELP  WANTED- 


ADMINISTRATIVE 


PARENTING  COLUMNS:  FREE  columns  of 
parent  and  child  topics  written  by  former 
Parents  Magazine  columnist.  Accurate,  con¬ 
cise,  accessible.  Grant-supported  project  of 
University  of  Pittsburgh  Office  of  Child  De¬ 
velopment.  Download  at: 
www.pitt.edu/-ocdweb/columns.htm 


CIRCULATION  SERVICES 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
WWW. metro-news.com 

BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 

CIRCUUT10N  SERVICES,  INC. 

The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493-0470  ext.  109 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX;  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
WWW.  marketingplusinc  .com 
Member  of  the  USA  Chambers  of  Commerce 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at 
publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


EMPLOYMENT  SERVICES 


NEWSPAPER  POSITIONS 

Looking  for  a  better  job,  new  opportunity 
and  challenge.  Let  Paper  People  help  you 
search  and  land  the  perfect  job.  Our  clients 
are  looking  for  good  people  to  lead  their 
newsroom,  advertising  and  production  de¬ 
partments  as  well  as  general  managers  and 
publishers.  We  work  with  you  first,  in  confi¬ 
dence,  to  determine  the  right  fit,  then 
match  it  with  our  newspaper  clients.  E-mail 
cover  letter  with  geographic  location,  salary 
requirements  along  with  resume  to: 
jturner@mmind.net 

INTERNET  SERVICES 

ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  it’s  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


ACADEMIC 


The  University  of  Tennessee  seeks 
candidates  with  a  background  or 
an  interest  in  science  communica¬ 
tions  for  assistantships  in  M.S.  and 
Ph.D.  programs.  Contact: 

Dr.  Edward  Caudill 
426  Communications  Building 
College  of  Communications 
University  of  Tennessee 
Knoxville,  TN  37996-0347 

ACADEMIC 


ACADEMIC 


POSITION  DESCRIPTION 
DEPARTMENT  OF  COMMUNICATIONS 
INSTRUCTOR/ASSISTANT  PROFESSOR 
OF  JOURNALISM 

The  Department  of  Communications  at  the 
University  of  Tennessee  at  Martin  has  an 
opening  for  a  tenure-track  instructor/ 
assistant  professor  to  teach  Journalism  be¬ 
ginning  August  1,  2002.  A  Master’s  degree 
in  mass  communication  and  significant  pro¬ 
fessional  and  university  teaching  experience 
are  required;  Ph.D.  preferred. 

The  person  holding  this  position  will  teach 
Journalism  courses,  including  News  Writing, 
Copy  Editing,  Newspaper  Organization  and 
Management,  News  Gathering  and  other 
print  Journalism  courses  as  needed.  Duties 
also  include  advising  the  student 
newspaper.  The  Pacer,  co-advising  the  uni- 
versi^  yearbook.  The  Spirit,  and  the  local 
Society  for  Professional  Journalists  chapter 
(SPJ).  Additional  opportunities  exist 
for  teaching  other  mass  communication 
courses.  Salary  is  negotiable. 

Interested  persons  must  submit  a  letter  of 
application,  statement  of  their  teaching  phi¬ 
losophy,  current  vita,  copy  of  transcript  for 
highest  degree  earned,  and  three  recent 
letters  of  recommendation  to: 

Professor  Rodney  Freed 
Journalism  Search  Committee  Chair 
Department  of  Communications 
The  University  of  Tennessee  at  Martin 
305  Gooch  Hall,  Martin,  TN  38238-5099 
(731)  587-7532  Fax:  (731)  587-7550 
The  Search  Committee  will  begin  a  review 
of  applications  on  January  1 1 ,  2002,  and 
the  search  will  continue  until  the  position 
is  filled. 

The  University  of  Tennessee  at  Martin  - 
http;//www.utm.edu/  -  is  a  primary  campus 
in  the  University  of  Tennessee  System.  The 
campus  is  located  in  Northwest  Tennessee 
approximately  100  miles  north  of  Memphis 
and  145  miles  west  of  Nashville.  The  Uni¬ 
versity  of  Tennessee  at  Martin  has  a  com¬ 
bined  graduate  and  undergraduate  enroll¬ 
ment  of  approximately  5,900  students.  The 
emphasis  is  solidly  on  excellence  in  under¬ 
graduate  instruction.  We  seek  candidates 
who  demonstrate  a  similar  commitment. 

UT  Martin  is  an  EEO/AA/Title  Vl/Title 
IX/Section  504/ADA/ADEA  employer.  The 
University  seeks  to  diversify  its  work  force. 
Therefore,  all  qualified  applicants,  regard¬ 
less  of  race,  color,  national  origin,  religion, 
sex,  age,  disability  or  Vietnam  veteran  sta¬ 
tus,  are  strongly  encouraged  to  apply. 

ACADEMIC 


C2  EDITOR& PUBLISHER  CLASSIFIEDS  OCTO B E R  1  5 .  2001 


The  E.W.  Scripps  School  of  Journalism  at  Ohio  University  seeks  mid-career 
professionals  from  advertising,  broadcast  news,  magazines,  newspapers, 
and  public  relations  to  be  Scripps  Howard  Teaching  Fellows  in  its  three-year 
Ph.D.  program.  The  program,  among  the  best  in  the  country  in  mass 
communication,  will  pay  fellows  $21,000  a  year  plus  tuition,  renewable  for 
two  years.  Master’s  and  GRE  required.  Deadline  for  all  application  materials: 
February  15,  2002.  Contact: 

Daniel  Riffe 
(740)  593-2597 

Program  information:  www.scrippsjschool.org 
Applications:  www.ohiou.edu/-gradstu/apps.htm 

www.editorandpublisher.com 


Phone:  1-888-825-9149 


CLAniFIED  ADVEIIIISING  Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM 


HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ACADEMIC 


ADMINISTRATIVE 


ADVERTISING 


ADVERTISING 


ASSISTANT  PROFESSOR;  COMMUNICATION 
The  Journalism  program  at  UW-Whitewater 
is  seeking  an  Assistant  Professor  of  Com¬ 
munication  for  its  news-editorial  sequence. 
The  successful  candidate  will  teach  some 
combinations  of  theory  courses  (such  as 
Public  Opinion,  Mass  Communication 
History,  and  Media  Effects)  and  skills  cours¬ 
es  (such  as  News  writing.  Reporting,  Copy 
Editing,  Feature  Writing,  Sports  Reporting, 
Reporting  Public  Affairs).  Our  new 
colleague  must  provide  leadership  in  assim¬ 
ilating  digital  publishing  tools  and  tech¬ 
niques  into  the  journalism  curriculum  and  is 
also  expected  to  teach  and  direct  theses  in 
the  Master’s  program.  Professional  journal-  j 
ism  experience  and  familiarity  with  digital  i 
technologies  employed  by  the  print  media 
are  required,  and  finalists  may  be  asked  to 
submit  portfolios.  Participation  in  related 
academic  and  professional  organizations 
and  successful  curriculum  development  | 
preferred.  Ph.D.  in  Journalism/Mass  Com-  j 
munication  or  closely  related  area  required  j 
for  tenure  track  appointment.  Publica-  j 
tions/creative  activity  required  for  tenure.  | 
Complete  job  description  and  application  ! 
information  is  available  at:  http://  ! 
academics.uww.edu/cac/communication/  j 
employment/masscomm.htm. 


M.S.  AND  PH.D.  ASSISTANTSHIPS 
The  University  of  Tennessee  seeks  candi¬ 
dates  with  solid  professional  backgrounds  ■ 
for  study  in  Journalism,  Advertising,  Broad¬ 
casting,  Public  Relations,  Speech  Communi-  * 
cations.  Information  Science.  Applications  I 
for  assistantships  for  Fall  2002  are  due  j 
March  1.  Contact  Dr.  Edward  Caudill,  426  i 
Communications  Building,  College  of  Com-  j 
munications.  University  of  Tennessee,  I 
Knoxville,  TN  37996/3347.  ; 


DYNAMIC  LEADER  sought  for  Dean  of  grow-  : 
ing  College  of  Journalism  and  Mass  Com-  ' 
munications.  University  of  South  Carolina.  ; 
Applications  and  nominations  now  being  ac-  : 
cepted.  The  University  of  South  Carolina  is  ! 
an  equal  opportunity  employer  and  specifi-  i 
cally  encourages  women  and  minority  applF  j 
cants.  Position  announcement  and  applica-  ! 
tion  instructions  at:  I 

www.sc.edu/ddsearches/journalism.html  I 


administrative; 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 


INCREDIBLE  ADVENTURE  for  entrepreneurs  I 
looking  for  fantastic  career  opportunity.  I 
Bigfoot  Media,  publisher  of  the  award-winn-  ! 
ing  Berkeley  Daily  Planet  &  San  Mateo  Daily  I 
Journal,  needs  high-energy  Sales  Managers  j 
to  build  &  lead  teams  at  start-up  community  j 
dailies  on  the  West  Coast.  Competitive  | 
compensation  -i-  stock  options  for  aggres-  ! 
sive  leaders  (we  are  venture  capital-  I 
backed).  This  is  not  for  the  faint-hearted!  ! 
Cover  letter  &  resume  to:  I 

hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695  I 


NEWSPAPER  BUSINESS  EXECUTIVE  to  lead 
the  circulation  and  advertising  sales  effort 
of  a  new  daily  newspaper  in  New  York.  The 
successful  candidate  will  be  entrepre¬ 
neurial,  creative,  capable  and  energetic,  will 
have  some  publishing  industry  experience, 
and  will  be  willing  to  work  long  hours  in  a 
start-up  environment.  Compensation  in  the 
low  six-figures.  Resumes  may  be  sent  via 
E-mail  to  pkabo612@aol.com  or  Fax  to 
(718)  852-3744.  EOE 


ADVERTISING 


ADVERTISING  DIRECTOR 
To  lead  a  staff  of  six  salespeople  at  the 
Grand  Haven  (Ml)  Tribune,  a  10,3(X)  circula¬ 
tion  six-day  newspaper  located  on  the  beau¬ 
tiful  shores  of  Lake  Michigan.  You’ll  replace 
the  current  advertising  director  who’s  being 
promoted  to  publisher  at  the  end  of  this 
year.  Applicants  should  have  a  proven  track 
record  at  finding  new  business  in  a  compet¬ 
itive  market  plus  a  strong  sales  and  man¬ 
agement  background.  You’ll  be  responsible 
for  creating  new  revenue  streams  by  com¬ 
bining  our  Internet  and  Audiotext  systems 
as  you  improve  upon  our  success  in  the 
market.  Write  with  resume,  references  and 
salary  history  to: 

Paul  Bedient 
Grand  Haven  Tribune 
101  N.  Third  Street 
Grand  Haven,  Ml  49417 
An  Equal  Opportunity  Employer 


ADVERTISING  MANAGER 
The  Oneida  Daily  Dispatch,  located  in  Cen¬ 
tral  New  York,  is  seeking  a  creative  individ¬ 
ual  to  lead  its  advertising  sales  operations. 
The  successful  candidate  must  be  a  hands 
on,  organized  leader  able  to  juggle  multiple 
projects  while  meeting  deadlines.  Full  bene¬ 
fits  including  401(k).  Fax  your  resume  to 
(315)  363-9832  Attn:  A.  Campanie. 

Or  E-mail:  acampanie@oneidadispatch.com 

ADVERTISING  MANAGER:  South  Dakota’s 
Mobridge  Tribune.  $36,000,  full  benefit 
package.  Larry  Atkinson,  (800)-594-9418: 

E-mail:  atkinson@mobridgetribune.com 

advertFsIng  sales  manager  ’  ^ 

Profile  Pursuit,  Inc.,  a  rapidly  growing  inter¬ 
national  custom  publishing  company  with 
offices  in  New  York  and  London,  is  adding 
sales  manager  positions  for  our  expanding 
New  York  office.  Supervise,  direct,  and  as¬ 
sist  sales  executives  in  meeting  -  and  ex¬ 
ceeding  sales  targets.  Qualified  applicants 
will  have  at  least  three  years  of  sales  man¬ 
agement  experience  in  a  telesales  environ¬ 
ment,  preferably  high  ticket  intangibles  and 
will  be  highly  motivated  and  skilled  at  all 
levels  of  sales.  Publishing/Advertising  in¬ 
dustry  experience  desired.  Please  submit 
resume  and  letter  of  interest  to: 

joe@profile-pursuit.com 


ADVERTISING  SALES  REPRESENTATIVE 
IN  PARADISE 

Great  opportunity  for  highly  motivated  ad¬ 
vertising  sales  representative  to  grow  mar¬ 
ket  share  for  leading  island  weekly  in  the 
Caribbean.  Strong  people  and  persuasive 
skills  essential.  Average  base  salary  com¬ 
mission  ($500-f/week)  in  a  market  where 
blue  skies  are  the  limit.  Rush  resume  to: 

Box  2322,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


j  EMPLOYMENT  ADVERTISING  MANAGER 
;  This  seasoned  sales  manager  will  be  re- 
j  sponsible  for  the  direction  and  daily  opera- 
I  tion  of  the  Employment  Advertising  Division 
j  and  its  revenue  budget.  This  will  include 
leading  and  communicating  vision  to  staff, 
meeting  sales  goals,  planning  and  adminis- 
!  tration  of  division’s  objectives,  and 
'  providing  exceptional  customer  service  to 
I  employers. 

The  Successful  Candidate  will  demonstrate: 
•a  pattern  of  success  in  metro  market- 
i  places  that  are  extremely  competitive 
:  ‘a  history  of  successfully  coaching 
I  sales/customer  service  staff  to  develop 
!  new  customers  and  create  win-win  busi¬ 
ness  partnerships  with  existing 
customers 

•  experience  on  a  daily  newspaper  and/or 
in  the  recruitment  industry 

!  •  an  assertive  approach  to  achieving 
'  revenue  and  customer  satisfaction  goals 

•  ability  to  create  new  revenue  ideas 

•  a  commitment  to  providing  ongoing  sales 
i  training 

•  the  ability  to  maintain  budgeted  cost 
of  sales 

Madison  Newspapers,  Inc.  offers  a  competi¬ 
tive  compensation  and  bonus  program,  and 
i  a  generous  benefit  package  including  medi- 
i  cal,  dental,  vision,  life,  long-term  disability 
I  insurance,  401(k)  plan  with  generous  com- 
'  pany  match,  and  a  stock  purchase  plan. 

'  Interested  candidates  should  apply  by 
October  23,  2001  to: 

Madison  Newspapers,  Inc. 

'  Attention;  Human  Resources 

1901  Fish  Hatchery  Road 
Madison,  Wl  53708 
Fax:  608-252-6082 
Email:  jobs@madison.com 
'  AFFIRMATIVEACTION/EQUAL 

OPPORTUNITY  EMPLOYER 


^  CLASSIFIED  ADVERTISING  MANAGER 
!  The  Chattanooga  Times  Free  Press  is 
i  searching  for  a  self-starter,  people-person 
i  with  strong  management  techniques  to  lead 
an  evolving  team  of  professionals.  The  ideal 
candidate  will  be  an  innovator  and 
motivator  with  the  talent  and  ability  to  de¬ 
velop  new  revenue  initiatives. 

!  This  position  requires  a  strong  manager 
i  with  a  proven  track  record  of  exceeding 
goals,  the  ability  to  hire,  inspire,  develop 
and  lead  a  professional  team.  Responsibili- 
.  ties  include  directing  all  sales  activities  for 
I  a  department  of  35.  The  Times  Free  Press 
!  is  a  101,000  Sunday,  75,000  daily  news- 
I  paper.  Parade  magazine  called 
j  Chattanooga  ’The  Dynamo  of  Dixie”  and  it  is 
[  an  outstanding  community  to  live  and  work 
I  in.  The  Chattanooga  Times  Free  Press 
i  offers  a  competitive  benefits  package,  ex- 
j  cellent  salary  and  401(k)  plan.  Send  re- 
’  sumesto: 

Mike  Baskin,  Advertising  Director 
Chattanooga  Times  Free  Press 
I  P.O.  Box  1447 

I  Chattanooga.  TN  37403-1447 
mbaskin@timesfreepress.com 


I  “The  Future  is  called  “p)erhaps,” 
I  which  is  only  possible  thing  to 
I  call  the  future.  And  the  impor¬ 
tant  thing  is  not  to  iUlow  that  to 
scare  you.” 

-Tennessee  Williams 


I  ADVERTISING  SALES  MANAGER 
1  The  New  Castle  News,  a  19,OOOcirculation 
i  (Mon.  -  Sat.)  daily  in  Western  Pennsylvania 
I  is  seeking  an  aggressive  sales  manager  to 
lead  the  advertising  department.  The  suc- 
:  cessful  candidate  will  have  a  solid  track 
I  record  of  providing  the  highest  degree  of 
I  customer  service,  achieving  sales  targets, 
i  launching  new  products  and  motivating  a 
sales  staff.  New  Castle  is  located  about  an 
hour  north  of  Pittsburgh  and  20  minutes 
east  of  Youngstown,  Ohio.  The  position 
'  offers  a  significant  challenge,  a  competitive 
salary/benefits  package  and  inclusion  in 
the  newspaper’s  management  incentive 
program.  Send  resumes  to: 

Max  Thomson,  Publisher 
!  New  Castle  News 

;  P.O.  Box  60,  New  Castle,  PA  16103 


!  _ ART/GRAPHICS _ 

UNIVERSAL  DESK  POSITIONS 
I  The  Tampa  Tribune  seeks  enterprising,  ex- 
i  perienced  candidates  for  key  positions  on 
our  universal  desk.  Applicants  must  have  a 
I  thirst  for  serving  readers,  collaborating  with 
colleagues  across  the  newsroom  and  striv¬ 
ing  to  set  high  standards  every  day.  We  are 
looking  for; 

COPY  EDITORS:  Strong  editing  and 
headline  writing  skills  a  must;  wire  editing 
skills  helpful.  Supervisory  position  possible. 
DESIGNERS:  Creative,  thoughtful  news 
page  design  and  solid  news  judgment  are 
!  necessities. 

:  ARTISTS;  Excellence  in  reporting  out  and 
creating  compelling  info  graphics  required; 
multimedia  graphics  skills  helpful. 

Join  America’s  most  exciting  newsroom  and 
enjoy  Tampa  Bay’s  great  quality  of  life. 
Send  cover  letter,  resume  and  work  sam- 
'  pies  to:  Pat  Mitchell,  Senior  Edi¬ 
tor/Presentation,  The  Tampa  Tribune,  200 
S.  Parker  Street,  Tampa,  FL  33606. 


CIRCULATION 


'  CIRCULATION  MANAGER  wanted  for  Paxton 
Media  daily  in  Monroe,  NC.  6  day  paper  is 
looking  for  experienced  person  who  can 
!  promote,  sell,  and  lead.  Full  company  bene¬ 
fits,  401(k),  vacation,  major  medical,  etc. 

I  Salary  negotiable  along  with  bonus  plan. 
!  Send  resume  to  John  Lowman,  publisher. 
The  Enquirer-Journal,  P.O.  Box  5040, 
Monroe.  NC  28111.  Fax;  (704)  2834390. 

EOE 


CIRCULATION  DIRECTOR 
\  The  Record,  a  22,000  circulation,  7-day 
community  newspaper  in  Troy,  New  York  is 
looking  for  an  experienced  circulation  pro¬ 
fessional  who  is  interested  in  leading  by  ex¬ 
ample.  Ideal  opportunity  for  an  energetic, 
creative  leader  to  increase  sales  by 
inspiring  teamwork  and  applying  sales,  mar¬ 
keting  and  customer  service  skills.  This  in¬ 
dividual  is  a  key  member  of  the  executive 
staff  that  reports  directly  to  the  Publisher. 
We  offer  competitive  compensation  and 
benefits  package  and  the  opportunity  to 
advance  within  our  group  of  newspapers, 
j  The  Record  is  a  Journal  Register  Company 
1  newspaper,  a  leading  U.S.  newspaper  pub¬ 
lishing  company  that  owns  23  daily  news- 
'  papers,  and  197  non-daily  publications. 

!  Please  E-mail  your  resume  and  salary 
history  to  Fred  Fedesco,  Publisher: 

I  ffedesco@joumalregister.com 
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-HELP  WANTED- 


CIRCULATION 


ASSISTANT  CIRCULATION  MANAGER 
Dow  Jones  &  Company,  publishers  of  The 
Wall  Street  Journal  and  Barron's,  has  an  im¬ 
mediate  need  for  an  Assistant  Circulation 
Manager  in  the  Bowling  Green,  OH  area. 

The  successful  candidate  will  be  trained  in 
the  areas  of  managing  the  distribution  and 
delivery  of  Dow  Jones  products  and  other 
publications  as  well  as  supporting  sales  ef¬ 
forts  in  single  copy  and  college  markets. 
Extensive  travel  required. 

Prior  experience  in  newspaper  distribution, 
marketing  or  sales  would  be  helpful.  Strong 
organizational,  analytical,  planning  and  man¬ 
agerial  skills  are  necessary,  along  with  ex¬ 
cellent  oral  and  written  communication 
skills  as  well  as  PC  knowledge.  College  de¬ 
gree  preferred.  The  successful  candidate 
must  possess  a  great  attitude,  the  desire 
to  work  hard  and  the  ability  to  learn. 

We  offer  a  competitive  salary,  an  excellent 
benefits  package  and  opportunities  for  ca¬ 
reer  growth.  Qualified  applicants  should  for¬ 
ward  their  resumes  in  confidence  to: 

Dow  Jones  &  Company 
Attn:  Staffing  Dept.  -  MP/DB/101223 
P.O.  Box  300,  Building  3 
Princeton,  NJ  08543 
E-mail:  mary.pergament@dowjones.com 
Fax:  (609)  520-7401 
Equal  Opportunity  Employer 


CIRCULATION  DIRECTOR 
Experienced  circulation  director  to  lead  this 
growth  market  daily.  Must  know  home  deliv¬ 
ery,  single  copy  and  budgeting.  Seek  a 
team  player  and  motivator.  Contact  John 
Shields,  5  Cohannet  Street,  Taunton,  MA 
02780.  (508)  880-9040. 


CONSUMER  MARKETING  MANAGER 
The  Akron  Beacon  Journal  (a  Knight  Bidder 
newspaper)  is  accepting  applications  for 
the  position  of  Consumer  Marketing  Manag¬ 
er.  This  position  is  responsible  for  all  sales 
and  marketing  functions  tor  home  delivery 
circulation  including  telemarketing,  crewing, 
in-store  sales.  Newspaper  In  Education,  and 
retention.  The  ideal  candidate  will  have  a 
college  degree;  at  least  four  years  of 
proven  success  in  home  delivery  sales;  ex¬ 
ceptional  marketing,  management,  leader¬ 
ship,  and  communication  skills;  and  a 
strong  understanding  and  appreciation  for 
information^lriven  marketing  solutions.  Ad¬ 
vanced  computer  skills  and  strong  presen¬ 
tation  skills  a  definite  plus.  Candidates  look¬ 
ing  for  a  challenge  and  a  chance  to  make  a 
difference  are  encouraged  to  apply. 

We  offer  an  excellent  salary  and  compensa¬ 
tion  plan,  401(k)  and  benefits  package. 
Please  send  resume,  cover  letter,  and 
salary  requirements  to: 

Akron  Beacon  Journal 
P.O.  Box  640, 44  East  Exchange  Street 
Akron,  OH  44309D640 
Attn:  Terry  Whitney,  Vice  President 
Circulation  and  Production 


CIRCULATION 


CIRCULATION  SALES  AND  MARKETING 
MANAGER  -  FULL-TIME 
The  Observer-Dispatch  is  seeking  a  Circula¬ 
tion  Sales  and  Marketing  Manager  to  be 
responsible  for  increasing  market  penetra¬ 
tion  and  meeting  circulation  volume  and 
revenue  goals. 

Five  years  of  circulation  and  sales  experi¬ 
ence  as  well  as  sound  people  and  organiza¬ 
tional  skills  required.  Marketing  or  other  ex¬ 
perience  preferred.  Please  apply  to: 

Observer-Dispatch 
Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 

CIRCULATION  MANAGER 
Circulation  Manager  needed  for  southeast 
New  Mexico  AM  newspaper.  1 1 ,  500  circu¬ 
lation  with  large  NIE  program.  Baseview 
program.  Must  have  marketing  skills.  Salary 
depends  on  experience.  Great  bene- 
fits,great  place  to  raise  family.  Contact: 
Kathi  Bearden,  Publisher,  Hobbs  News-Sun 
P.O.  Box  850,  Hobbs,  NM,  88240. 
Phone:  (505)  393-2123 
FAX:  (505)  393D610 
E-mail:  bearden@leaco.net 


CIRCULATION  DIRECTOR  for  15,000  daily 
and  3,500  weekly  in  beautiful  Aiken,  SC. 

Please  send  resume  and  salary  require¬ 
ments  to:  Scott  B.  Hunter,  Publisher,  Aiken 
Standard,  P.O.  Box  456,  Aiken,  SC  29802. 

Or  E-mail:  shunter@aikenstandard.com 
C4  EDITOR& PUBLISHER  CLASSIFIEDS  OCTOBER  15,  2001 


CIRCULATION  MANAGER 
The  Rawlins  Daily  Times,  a  five-day, 
3,700-circ.  AM  daily  in  south  central  Wyo¬ 
ming,  has  begun  its  search  for  a  circulation 
manager.  We’re  looking  for  someone  who 
can  manage,  direct  and  recruit  carriers  and 
mail  room  personnel,  automate  the  depart¬ 
ment  and  help  us  grow.  Great  hunting,  fish¬ 
ing  and  snowmobiling  out  the  back  door. 
Base  plus  incentives  and  benefits.  E-mail 
applications  to:  daveperry@wyoming.com. 

_ EDITORIAL _ 

REPORTER 

Wanted:  Skeptical,  digging,  tenacious,  cre¬ 
ative  investigative  reporter  to  work  at  San 
Francisco  Hedge  Fund.  E-mail: 

amw@cannellcap.com 

AGENCE  FRANCE-PRESSE,  the  international 
news  agency,  is  looking  for  an  English  lan¬ 
guage  sports  journalist  in  Washington.  The 
post  will  be  available  before  the  end  of  the 
year.  Candidates  must  have  a  minimum  of 
three  years’  experience  and  a  thorough 
knowledge  of  all  major  sports.  Please  send 
applications  to  Francis  Kohn,  AFP  chief  edi¬ 
tor,  Agence  France-Presse,  1015  15th 
Street,  NW,  Suite  500,  Washington,  DC 
20005  or  E-mail  to  francis.kohn@afp.com. 

CRIME  NEWSWEEKLY  needs  talented  word- 
smith  to  create  crime-  and  mystery-themed 
crossword,  jumble  or  seek  &  find.  Send 
samples  to  J.  Recktenwald,  Snitch,  161 
Chenoweth  Lane,  Louisville,  KY  40207  or 
jrecktenwald@snitch.com 

DESIGNER  for  stylish  weekly  Southwest 
Florida  sense-of-place  magazine.  Must  be 
skilled  in  all  aspects  of  the  production 
process,  willing  to  be  creatively  innovative 
and  able  to  design  attractive,  eye-catching 
pages.  Command  of  spelling,  style  and 
grammar  and  facility  with  copy  are  musts. 
Fluency  with  Web  design  a  big  plus.  We 
would  like  to  move  quickly  on  this  position. 
Send  resume  and  clips  to  Ronnie  Ramos, 
Managing  Editor,  The  News-Press,  P.O.  Box 
10,  Fort  Myers,  FL  33902. 


EDITORIAL 


DESKTOP  PUBLISHER  needed  to  assume 
all  production  duties,  including  page  design 
and  layout,  ads  design,  pagination  and  web 
site  maintenance  on  fast  growing  Carib¬ 
bean  weekly.  Mac  savvy  a  must,  journalism 
training  an  asset.  Salary  $340/week.  Rush 
resume,  portfolio  to: 

Box  2320,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 

REPORTER 

The  Daily  Press  in  sunny  southern  California 
seeks  sharp,  enterprising  reporter.  BA  and 
previous  reporting  experience  preferred. 
Recent  grads  considered.  We’re  near  moun¬ 
tains  and  desert,  90  miles  from  Los 
Angeles.  Send  clips  to:  Don  Holland,  P.O. 
Box  1389,  Victorville,  CA.  92393.  Go  to: 
www.vvdailypress.com 


EDITORIAL 


EDITORIAL 


EDITOR:  Shelterforce,  a  national,  bimonthly, 
progressive  magazine  covering  housing 
and  community  development,  seeks  an  edi¬ 
tor  who  can  run  the  show:  issue  planning, 
assignments,  editing,  overseeing  produc¬ 
tion.  Editing  skills  and  journalistic  instincts 
essential;  housing/community/policy  back¬ 
ground  a  plus.  Info:  www.nhi.org.  Materials: 
NHI,  439  Main  Street,  Orange,  NJ  07050. 


MANAGING  EDITOR  for  4-year-old  Upstate 
SC  business  journal  seeks  passionate  expe¬ 
rienced  leader  with  writing/editing  skills, 
sharp  eye  for  layout  and  ability  to  meet 
deadlines.  Will  manage  news  and  research 
staff.  Send  resume  and  samples  by  Novem¬ 
ber  1  to  Publisher,  7  Washington  Park, 
Greenville,  SC  29601. 

EDITORIAL 


Mil  •!  L*  1 

Spread  the  news  faster  as  a  Bloomberg 

NEWS  REPORTER. 

Here’s  The  Big  Picture:  Bloomberg  is  an  information  services,  news  and 
media  company  serving  customers  in  100  countries  around  the  world. 

Are  you  looking  for  the  excitement  of  reporting  fast-paced,  breaking  financial 
news  for  one  of  the  world's  largest  news  provider?  Can  you  work  quickly  and 
accurately,  break  news  stories  and  write  features  under  strict  real-time  deadline 
pressure,  without  a  lot  of  hand-holding  or  supervision? 

If  you  said  yes,  then  look  into  these  TWO  exceptional  opportunities  at 
Bloomberg's  Toronto  office.  We're  seeking  2  experienced  news  reporters  -  one 
to  cover  the  telecommunications  and  media  industries  and  one  to  specialize  in 
^al^an^eaMiaker^i^hesecuritie^ndustry^^^^^^^^^^^^^^^ 

You  must  have: 

2  years  full-time  daily  newspaper/wire  service  exp. 

A  basic  understanding  of  stock  market  and  corporate  earnings 
The  ability  to  generate  &  write  concise  &  accurate  stories 
University  Degree,  Fluency  in  English. 

Bloomberg  provides; 

Competitive  salaries  and  benefits,  world-class  technology 
and  resources,  unlimited  opportunities — even  free  snacks! 

Send  your  resume  to: 

Bloomberg  L.R,  Human  Resources 
100  Business  Park  Drive 

P.O.  Box  888  - - 

Princeton,  NJ  08542-0888  (  http://careers.bloomberg.eom 

email:  tbelford(3bloomberg.net 

(Please  reference  Job  Code  TBNEWS-E&P  in  the  subject  line.) 

EOE  M/F/DA/ 


Be  a  part  of  it. 

Bloomberg 
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EDITORIAL 


EDITORIAL 


EDITORIAL 


FINANCE 


COPY  EDITOR 

The  Press  of  Atlantic  City  has  an  immediate 
opening  for  a  Copy  Editor  on  its  news  desk. 
We  are  an  independent  newspaper  in  a 
growing  region.  Southern  NJ  offers 
seashore,  suburban,  rural  or  small-city 
living,  plus  12  casinos  -  all  accessible  to 
Philadelphia,  New  York,  or  Washington,  DC. 
Primary  responsibilities  involve  editing 
copy,  headline  writing,  page  layout,  and 
pagination.  A  college  degree  and  two  years’ 
experience  in  daily  journalism  required. 

The  paper  provides  opportunities  for  career 
development.  Competitive  salary  and 
benefits.  Send  resume  and  sample  of 
work  to: 

Peter  Brophy,  News  Editor 
The  Press  of  Atlantic  City 
1 1  Devins  Lane,  Pleasantville,  NJ  08232 
E-mail:  pmb@pressplus.com 

COPY  EDITOR: 

The  Southern  Illinoisan  is  looking  for  a 
take-charge  copy  editor  who  can  do  either 
news  or  sports.  The  successful  candidate 
must  be  able  to  paginate  the  daily  sports 
section  or  serve  in  the  slot,  producing  Page 
One  and  supervising  the  copy  desk.  Suc¬ 
cessful  candidate  must  have  strong  editing 
skills  and  possess  a  creative  flair  for 
design.  We  are  looking  for  a  natural  leader 
who  works  well  with  others,  possesses  a 
positive  attitude,  loves  the  business,  thrives 
on  deadlines  and  wants  to  produce  the 
best.  This  is  not  an  entry-level  position. 
The  Southern  Illinoisan  is  among  the  fastest 
growing  newspapers  in  the  region  with  cir¬ 
culation  30,000  weekdays  and  40,000 
Sundays.  Applications  may  be  made  online 
to  our  Human  Resources  Manager,  please 
include  JPEG  attachments  of  your  best 
pages,  a  cover  letter  explaining  why  you 
are  the  one,  and  how  much  you  are  worth. 

Angela.Holmes@southernillinoisan.com. 


SEEKING  CANDIDATE  for  editorial  position 
on  a  monthly  trade  magazine  serving  the 
retail  design  industry.  Strong  organizational 
skills  required.  Also  some  feature  and  de¬ 
partment  writing,  copy  editing,  production 
duties,  and  support  for  web  and  conference 
activities.  Must  possess  attention  to  detail 
and  desire  to  learn  the  marketplace  we 
serve.  Excellent  editing  and  proofreading 
skills  preferred;  strong  writing  would  be  a 
bonus.  Looking  for  3-5  years  publication  ex¬ 
perience,  preferably  on  magazines  or  news¬ 
papers.  Excellent  benefit  package.  Send  re¬ 
sume  and  3-5  writing  samples  to: 

Human  Resources,  ST  Publications  Inc. 
407  Gilbert  Avenue,  Cincinnati,  OH  45202 


NEWS  WRITER 

The  University  of  Florida,  HSC,  Office  of 
Public  Information  seeks  a  news  writer. 
Duties  include  research/feature  writing  to 
copy  editing  to  media  relations.  Experience 
in  science/health-related  writing  highly  de¬ 
sirable.  Master’s  degree  in  an  appropriate 
area  of  specialization  or  a  Bachelor’s  degree 
in  same  and  two  years  of  full-time,  ap¬ 
propriate  experience.  Send  cover  letter  and 
resume  referencing  position  #882149  to 
Melissa  Curry,  Personnel,  P.O.  Box 
115002,  Gainesville,  FL  32611.  Fax  to 
(352)  392-7094  or  E-mail  MS  Word  docu¬ 
ments  to  melissa-curry@ufl.edu.  Deadline 
to  apply  is  October  31,  2001.  AA/EA/EEO 


NEWS  WRITER  i 

CityLife,  the  leading  Las  Vegas  alternative 
weekly,  seeks  news  writer  who  won’t  let  ob-  i 
jectivity  obscure  the  truth  and  who  believes  ^ 
sacred  cows  do  indeed  make  the  tastiest 
hamburgers.  Passion  is  a  requirement.  In¬ 
terested  applicants  should  send  cover  ' 
letter,  resume  and  clippings  to:  Human  Re¬ 
sources,  CityLife,  1385  Pama  Lane,  #111, 
Las  Vegas,  NV  89119  or  to: 

HR@lvpress.com  | 

REPORTER  : 

The  Rapid  City  Journal,  a  32K  fully  paginat-  | 
ed  morning  daily  in  the  Black  Hills  of  west¬ 
ern  South  Dakota,  is  seeking  an  experi-  . 
enced  news  reporter  to  cover  public  and  ! 
private  K-12  education  in  the  Rapid  City  | 
area.  The  area  offers  endless  recreational  \ 
opportunities,  mild  weather  most  of  the  j 
year,  excellent  schools,  and  a  wide  range  j 
of  cultural  activities.  Expectations  include  ^ 
coverage  of  trends  in  education,  school  j 
board  and  district  meetings  and  actions,  ] 
school  district  budget  analysis,  features 
about  student,  parents,  teachers  and 
schools,  as  well  as  oversight  of  material  for 
our  weekly  “In  Our  Schools”  page.  At  least 
two  years  of  reporting  experience  is  re¬ 
quired,  although  experience  covering 
education  is  not.  We  offer  a  competitive 
salary  and  excellent  benefits  including  a 
generous  401(k). 

If  you  have  polished  writing  and  reporting 
skills,  if  you  are  passionate  about  covering 
education,  and  if  you  would  like  to  live  in  ! 
the  beautiful  Black  Hills  area,  please  send  ' 
your  cover  letter,  resume,  clips  and  refer-  ; 
ences  to:  Human  Resources,  Box  450, 
Rapid  City,  SD  57709,  fax  to  (605) 
394-8446  or  E-mail  to: 
laurel.grove@rapidcityjournal.com.  EOE 


MANAGING  EDITOR  I 

The  Southern  Illinoisan  is  looking  for  a  j 
strong  leader.  The  person  we  seek  will 
know  how  to  create  vibrant  newspapers; 
won’t  be  stuck  in  the  mire  of  old-time  report  ‘ 
writing;  be  organized;  realize  that  the  prod-  i 
uct  must  be  attractive  as  well  as  newswor¬ 
thy;  thrive  on  change,  and  know  what  timeli¬ 
ness  in  today’s  market  is.  Experience  a  ; 
plus,  drive  a  necessity.  We  desire  an  indi-  ; 
vidual  with  excellent  leadership  skills,  a  i 
track  record  of  news  excellence,  and  sound  ’ 
judgment  is  a  must.  Our  news  department  ! 
of  more  than  30  is  divided  between  two  lo-  ! 
cations.  We  emphasize  building  a  climate  ^ 
for  personal  growth  and  teamwork.  We  also  i 
wish  to  bring  diversity  to  Our  newsroom. 
Southern  Illinois  is  an  ideal  area  for  families 
and  individuals  who  enjoy  the  benefits  of  a 
large  university  (with  J-school).  We  are  120 
miles  from  St.  Louis  and  180  miles  from 
Nashville.  Send  us  a  sample  of  what  you 
are  creating  today.  Tell  us  why  you’re  the 
best  and  how  much  money  you’re  worth.  | 
Human  Resources  Manager 
Southern  Illinoisan 
P.O.  Box  2108 
Carbondale,  IL  62902 
Pre-employment  drug  screen  required. 

EOE  M/F  I 


EDITOR/WRITER:  22-year  old  trade  publica¬ 
tion  on  retail  real  estate  seeks  reporter  to 
write  concise  news,  attention  to  detail  and  ' 
organized.  Princeton,  NJ  based.  Call  Ann  at  \ 
(609)  587-6200  or  Fax  (609)  587-351 1 .  j 

E-mail;  ann@dealmakers.net  I 


REPORTER  needed  to  produce  clean,  crisp 
copy  and  quality  photographs  for  island’s 
leading  weekly.  Expect  challenging  assign¬ 
ments  on  major  issues  in  rapidly  developing 
Caribbean  island.  Ideal  for  serious,  ca¬ 
reer-oriented  journalist.  Salary  $285/week.  | 
Rush  resume,  clips  to: 

Box  2321,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


REPORTERS/EDITORS  sought  for  growing 
5-day  daily  in  Arizona.  Resume,  clips  to; 
Mike  Quinn,  Today’s  News-Herald,  2225  W. 
Acoma  Blvd.,  Lake  Havasu  City,  AZ. 
86403. 


ADMINISTRATIVE 


CHIEF  FINANCIAL  OFFICER 
Multi-media  SW  USA  company  needs  CFO 
to  direct  corporate  financial  department. 
CFO  manages  corporate  staff  and 
co-manages  accounting  staff  at  outlying  lo¬ 
cations.  CPA  a  must  with  good  people 
skills  and  lots  of  upper  level  accounting 
management  experience  preferably  in 
media  business.  Excellent  opportunity  to 
j  join  a  growing  company.  Business  comput- 
I  er  skills  and  adaptability  a  must.  EEOE. 
Please  send  resume  to: 

Box  2366,  Editor  &  Publisher  Classified 
770  Broadway,  7th  FI. 

New  York,  NY.  10003 


ADMINISTRATIVE 


MEDIATT 

managementXI 

Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Classified  Manager  -  Florida  daily  (circulation  100.000 
to  130,00)  needs  motivated  leader  to  help  drive  classified 
activities  and  staff;  goal  oriented;  total  compensation  in 
the  $8(),0(K)  to  $90,000  range. 

■  Chief  Financial  Officers  -  Daily  newspaper  in  far  West 
and  Midwest  seek  talented  top  financial  manger,  CPAs 
preferred;  great  opportunities;  compensation  in  the 
six-figure  range. 

■  Advertising  Director  -  Daily  newspaper  in  Midwest 
(circulation  15.000  to  20,000)  looking  for  enthusiastic, 
creative  sales  leader,  20+  people  on  sales  staff;  as  part  of 
newspaper  group,  this  position  could  lead  to  greater 
position/responsibility. 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963  9300  ■  niin2@voyager.net  ■  fax  847.934.6607 
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ADMINISTRATIVE 


PROJECT  MANAGERS  AND 
IMPLEMENT  SPECIALISTS  WANTED 
DSI,  a  leading  provider  of  business 
sof^are  for  newspapers  has  career  oppor¬ 
tunities  in  our  Customer  Service  Depart¬ 
ment.  Must  have  experience  with  business 
or  accounting  software,  effective  communi¬ 
cation  sidlls  and  a  desire  to  travel.  Strong 
leadership  abilities  coupled  by  public  speak¬ 
ing  skills  are  necessary.  A  background  in 
project  management,  software  implementa¬ 
tion,  on-site  customer  training  and  help 
desk  activities  are  required.  Experience  in 
the  newspaper  publishing  industry  is  a  real 
plus.  Relaxed  teamwork  oriented  office  en¬ 
vironment.  Must  be  willing  to  relocate  to 
the  Washington  DC  area.  Excellent  sala¬ 
ry/benefits  package  (401k).  Visit  our 
website  at  www.data-sci.com. 

Data  Sciences,  Inc. 

14900  Sweitzer  Lane,  Suite  200 
Laurel,  MD  20707 
Fax:(301)957-0111 
E-mail:  kellin@data-sci.com 


_ PRESSROOM _ 

PRINTING  OPERATIONS  MANAGER 
Regional  metropolitan  newspaper  is  looking 
for  a  quality-conscious,  hands-on  highly  ex¬ 
perienced  manager  for  its  press 
operations.  Responsibilities  include  all  print¬ 
ing,  plate  room,  and  warehouse  manage¬ 
ment.  Manager  will  be  responsible  for  all 
quality,  productivity,  and  financial  matters 
in  the  department. 

(Salifications  include  ten  or  more  years  in  a 
metropolitan  daily.  Offset  experience  re¬ 
quired.  Successful  candidate  will  have  ex¬ 
cellent  oral  and  written  communication,  and 
computer  skills,  and  experience  with  budg¬ 
eting  and  preparing  financial  projections. 
Position  offers  an  excellent  compensation 
package  including  a  matching  401(k)  plan, 
medical,  dental,  vision,  life  insurance,  and 
long-term  care  insurance.  Mail  resume  and 
salary  requirements  in  confidence  to: 

Box  2340,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

PRODUCnON/TECH 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 


V  -POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER/GENERAL  MANAGER 
Experienced  publisher  seeking  new  chal¬ 
lenge.  Over  25  years  of  experience  in  all 
facets  of  newspapers:  Advertising,  Circula¬ 
tion,  Editorial  and  Pre-Press.  Designed  and 
ran  central  web-printing  plant.  High  energy, 
self  starter  who  consistently  produced  very 
profitable  award  winning  newspapers. 

Tel.  (401)  7830077 
Or  E-mail:  rickwilsonl3@home.com 
C6  EDITOR& PUBLISHER  CLASSIFIEDS  OCTO B ER  1 5,  2  00 1 


PUBLISHER’S  CONSULTANT 
Can  help  fix  any  problems  in  circulation,  ad¬ 
vertising,  editorial  and  administration,  or 
pre-press  to  print.  Able  to  re-energize  oper¬ 
ations  or  start-up  new  editions/publications 
and  train  personnel  to  turnkey  status.  Avail¬ 
able  for  short-  or  long-term  projects  as  the 
publisher’s  right  hand.  Over  thirty  years  ex¬ 
perience  in  daily,  weekly,  and  TMC  publica- 
i  tions.  All  services  confidential. 

Call  Michael  Bradley  at  (508)  563-2835 
Or  E-mail:  mbradley@capecod.net 

VERSATILE  PUBLISHING  VET  seeks  new  as¬ 
signment  in  AZ,  FL  or  CA  or  nearby  regions. 
Background  includes  success  with  new 
product  launch,  circ,  edit  and  design, 
PR/community  relations,  NTR  development, 
marketing,  ad  sales  and  general  mgmt. 
High  energy,  project  leader.  Interested  in 
niche  pubs,  association  development.  Can 
be  on  the  job  in  30  days.  $70K-t-. 

E-mail:  mrktwhiz@aol.com 

ADVERTISING 


ADVERTISING  DIRECTOR.  20  years  of  major 
market  experience  including  New  York.  A 
proven,  goal  oriented  competitor  with  ex¬ 
cellent  staff  building  skills.  Best  candidate 
for  Zones  2,  3  and  4.  Call  (610)  872-1793 
or  E-mail  at:  robwest55@home.com. 

SALES  TEAM  FALLING  ASLEEP? 
Seasoned  Ad  Director/Publisher  will  put  the 
fire  back.  20  plus  years  in  the  business 
paid/free  weeklies,  shoppers,  start-ups, 
magazine  publishing.  Tel.  (561)  716-3328 
Or  E-mail:  sunpub@bellsouth.net. 

_ CIRCULATION _ 

CONTAGIOUS  ENERGY  AND  ENTHUSIASM 
Repeatedly  honored  achiever.  1983  USA 
Today  Launch  Team  vet  and  subsequent 
long  time  Circulation  Manager,  now  seeking 
new  challenges,  rewarding  opportunity 
leading  small  group  or  within  corporate 
structure.  All  areas  considered.  Reply  to 
Box  2314,  Editor  &  Publisher,  770  Broad¬ 
way,  7th  Floor,  New  York,  NY  10003. 

EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  in  eastern  Zone  2. 
Phone/Fax  (631)  588-2735 

_ MARKE'HNG _ 

EXPERIENCED  research  professional  seeks 
senior  position  with  publication  group.  20 
years  magazine  research  from  provider 
side.  E-mail:  tlannan@bigfoot.com 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


CLASSIFIED  ADVERTISING 
INFORMATION 
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DEADLINES 

LINE  AD  RATES 


1 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

. $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks . 

. $  8.80 

4  weeks  . 

. $  7.70 

1 2  weeks  . 

. $  8.40 

1 2  weeks  . 

. $  6.80 

26  weeks  . 

. $  7.50 

26  weeks  . 

. $  5.95 

39  weeks  . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks  . 

. $  6.90 

52  weeks  . 

. $  5.25 

BLIND  BOXES:  $25  per  Insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

l«CHELE  MACMAHON  ( EMPLOYMENT  -  CENTRAL  *  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  *  ALL  OTHER  CATEGORIES) 


www.editorandpublisher.com 
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imFIMliyRMON 


Its  1,300  members  include  big  corporate  properties,  but  the 
Inter  American  Press  Association  retains  deep  family  roots 


I  BY  MARK  FITZGERALD 

I  CHICAGO 

NTER  American  Press  Association 
(lAPA)  member  newspapers  publish 
in  every  comer  of  the  Americas,  from 
ihs  Anchorage  Daily  News  in  Alaska  to  La 
Opinion  Austral  in  the  Patagonian  city  of 
Rio  Gallegos.  At  last  count,  they  had  a 
combined  circula¬ 
tion  of 43,353,762. 

Among  the  news- 
1  paper  owners  are 
some  of  the  giants 
of  the  hemi¬ 
sphere’s  media 
corporations.  Yet, 
lAPA’s  57th  annu¬ 
al  meeting,  which 
mns  through  Oct 
17  in  Washington, 

I  has  something  of 
j  the  feel  of  a  family 
reunion. 

Partly,  that’s 
because  even  the 
biggest  of  the 

Latin  American  newspapers  and  chains 
remain  in  family  hands.  The  Santos  family 
in  Colombia,  the  Chamorro  family  in 
Nicaragua,  the  Mantilla  family  in  Ecuador, 
and  the  Junco  family  in  Mexico  are  just  a 
few  examples. 

I  What’s  even  more  striking,  however,  is 
the  active  involvement  of  newspapers  that 
serve  the  small  towns  and  cities  of  the  U.S. 
heartland,  far  away  from  the  deadly  jour¬ 
nalistic  climates  of  Guatemala  or  Colombia. 
Edward  L.  Seaton,  for  instance,  is  a 
member  of  IAEA’s  executive  committee,  a 
fluent  participant  in  its  fact-finding  mis-  | 
sions  —  and  editor  in  chief  and  publisher  of  ' 
The  Manhattan  (Kan.)  Mercury,  the  flag¬ 
ship  of  the  Seaton  family’s  chain  of  papers 
in  the  Plains  states.  Seaton’s  own  interest  in 
Latin  America  dates  back  to  his  college 
years,  when  a  Fulbright  scholarship  gave 
him  the  opportunity  to  study  in  Ecuador. 

“Just  because  we’re  in  the  middle  of 
country  doesn’t  mean  we  don’t  think  inter¬ 
nationally,”  Seaton  said.  “Kansas,  with  its 


agriculture  and  airplane  manufacturing, 
has  the  highest  percentage  of  exports  of 
any  state  in  the  country.  And  I  like  to  point 
out  that  I  live  in  the  congressional  district 
that  Dwight  Eisenhower  came  from.  Bob 
Dole  is  in  the  district  to  the  west  and 
immediately  east  is  the  district  Harry 
Truman  came  from.”  Foreign  policy  is  not 
an  abstraction  in 
Kansas. 

That  combina¬ 
tion  of  a  global 
outlook  and  local, 
often  Midwestern, 
roots  was  typical 
of  lAPA’s  first 
U.S.  founders  and 
backers,  noted 
Scott  C.  Schurz, 
president  and 
publisher  of  the 
Bloomington, 

Ind.,  Herald- 
Times,  one  of 
eight  dailies  in  the 
family  chain, 
Schurz  Communications  Inc.  “You  had 
men  like  John  Knight,  Jim  Copl^,  Charles 
Scripps,  Jim  McClatchy,  even  Raymond 
I  Dix,  who  had  a  group  of  small  papers  in 
j  Ohio  and  Kentucky  and  was  a  past 
president.”  Schurz  himself  is  a  second- 
I  generation  lAPA  member:  His  father  was 
j  active  in  the  1960s. 

I  Editor  ^  Publisher,  owned  by  the 
Brown  family  until  its  sale  to  VNU  in 
I  1999,  was  another  early  lAPA  backer. 

After  World  War  II,  Robert  U.  Brown  and 
five  other  journalists,  meeting  regularly  at 
Barbetta’s  restaurant  in  New  York,  helped 
create  the  beginnings  of  the  modem-era 
lAPA  that  is  beholden  to  no  government 
and  fights  for  press  freedom. 

Those  principles  remain  the  most 
important  motivator  for  members,  said 
I  Scott  Schurz:  “The  reason  Schurz 
I  Communications  is  a  member  is  because 
i  of  a  deep-seated  feeling  that  press  freedom 
I  is  important  throughout  the  hemisphere 
I  —  and  notjust  in  the  United  States.”  11 


Freedom  fighter:  E&P  Editor  Emeritus  Robert  U. 
Brown  (right)  at  lAPA  annual  meeting  in  1972 


Murdering  Guatemalan  journalists,  then 
and  now:  On  the  same  day  a  high-level 
delegation  from  the  Inter  American  Press 
Association  attended  a 
ceremony  renaming  a 
downtown  Guatemala 
City  street  in  memory  of 
journalist  Irma  Flaquer  Azurdia  —  whose 
kidnapping  and  presumed  murder  remains 
unpunished  21  years  later  —  radio  journal¬ 
ist  Jorge  Mynor  Alegria  was  shot  to  death 
near  his  home  in  the  eastern  port  city  of 
Puerto  Barrios.  Paris-based  Reporters 
Without  Borders  noted  that  before  the 
Sept.  5  murder,  the  mayor  and  another  city 
official  had  broadcast  death  threats  against 
Alegria,  who  reported  on  alleged  corruption 
by  authorities. ...  In  front  of  helpless 
witnesses  Sept.  29,  a  group  armed  with 
assault  weapons  robbed  computers, 
telephones,  and  the  database  used  by 
investigative  reporters  at  the  Lima,  Peru, 
offices  of  the  Italian  news  agency  ANSA, 
the  National  Association  of  Peruvian  Jour¬ 
nalists  reported. ...  Canada’s  Parliament  is 
close  to  passing  a  law 
that  would  make  it  a 
crime,  punishable  by  up 
to  14  years  in  prison,  to 
attack  or  threaten  a  journalist  covering 
criminal  organizations,  the  National  Post  in 
Toronto  reported  Oct.  4.  The  lepslation  was 
inspired  by  last  year’s  shootir^  attack  on  Le 
Journal  de  Montreal  reporter  Michel  Auger, 
who  angered  biker  gangs  with  his  cover^. 
...  Acting  on  a  criminal-defamation 
complaint  filed  by  Panamanian  President 
Mireya  Moscoso,  police  arrested  Ubaldo 
Davis  and  Herbert  Rattry,  managers  of  La 
Cascara  News,  as  well  as  Joel  Diaz,  a  writer 
at  the  new  satirical  weekly.  Authorities 
banned  the  paper,  which  had  printed  a 

humorous  article  about 
the  presidenfs  aliped 
romantic  involvement 
with  a  former  govern¬ 
ment  minister,  and  also  charged  the  three 
with  “threatening  state  security.” ...  The 
New  Ybrfc-based  Committee  to  Protect 
Journalists  released  a  report  documenting 
how  Carlos  Castano’s  right-wing  paramiii- 
tary  forces  in  Colombia  are  responsible  for 
“the  murder  of  at  least  four  journalists,  the 
abduction  and  rape  of  one  reporter,  and 
threats  against  many  others.”  It’s  available 
at  http://www.cpj.org.  —  Mark  Fitzgerald 
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Jupiter  Media  Matrix,  the  Internet 
analysis  and  measurement  company,  is 
restructuring  its  business,  reducing  its  staff, 
and  rearranging  its  management  team.  Kurt 
Abrahamson,  former  group  president,  is 
now  president  of  the  Jupiter  Research 
division,  which  includes  Jupiter’s  Events 
business.  The  Media  Metrix,  AdRelevance, 
and  Site  Measurement  products  have  been 
consolidated  as  the  Measurement  group, 
with  Will  Hodgman,  who  ran  AdRelevance, 
as  its  president.  Jean  Robinson  remains 
chief  financial  officer.  Robert  Becker,  a 
former  Thomson  Corp.  executive  who  has 
been  CEO  since  July,  also  announced  that 
the  company  would  cut  its  work  force  by 
30%,  meaning  a  loss  of  about  200  jobs. 

At  its  peak,  the  company  had  650  employ¬ 
ees;  the  target  is  now  450,  according  to 
spokeswoman  Susan  Hickey.  The  goai; 
knock  $40  million  off  operating  expenses. 

ONLINE  AWARDS  ON  TAP 

The  Web  sites  of  The  Washington  Post, 
The  New  York  Times,  USA  Today,  and  The 
Wall  Street  Journal  are  among  the  finalists 
in  multiple  categories  for  the  Online 
Journalism  Awards,  announced  last  week 
by  the  Online  News  Association  and  the 
Columbia  Graduate  School  of  Journalism. 
The  online  editions  of  The  Herald,  Everett, 
Wash.,  and  The  Herald-Sun,  Durham,  N.C., 
are  amortg  the  smaller  dailies  to  make  the 
cut  Winners  will  be  named  Oct.  26. 


What's  the  temperature  in  Kabul? 

Like  Weather  Underground  Inc.  (£&P, 

Oct  1,  p.  4),  AccuWfeather  Inc.  is  offering 
newspapers  free  weather  maps  for 
Afghanistan  and  its  region  via  its  Web  site 
(http://www.accuweather.com/weather). ... 
The  New  York  Times  is  featuring  a  free  daily 
e-mail  report  by  Andrew  Ross  Sorkin,  the 
paper's  mergers-and-acquisitions  whiz.  R's 
advertiser-supported,  and  space  is  sold 
through  next  year. ...  The  debut  of  the 
Times’  new  digital  edition,  produced  in 
conjunction  with  NewsStand  Inc.,  is  said 
to  be  ‘imminent,”  although  there  seems  to 
be  some  uncertainty  between  the  partners 
on  how  ‘imminent”  imminerrt  is. 


Newspaper  Web  sites  bring  home  the  sights  and  the  sounds 
of  Sept.  11,  transporting  users  from  online  to  the  front  line 


Talk  about  multimedia:  At  9:05 
a,m.  on  Sept.  11, 1  was  on  an  express 
bus  from  Queens  to  E^Fs  down¬ 
town  Manhattan  headquarters.  I  watched 
thick  black  smoke  streaming  from  the 
World  Trade  C!enter,  a  ghastly  contrast 
to  the  breathtakingly  clear  cerulean  sky. 
Audible  throughout  the  bus,  a  radio 
dispatcher  was  barking  desperate  orders 
to  drivers:  Turn  around  and  go  home. 

For  the  next  hours,  I  watched  the  tragedy 
unfold  on  TV.  Newspapers  proved  their 
indispensability  in  the  days  and  weeks  to 
come  with  detaU, 
analysis,  and 
photography  by 
journalists  roused 
to  pride  and 
moved  to  tears. 

It  also  became 
evident  that  the 
events  on  and  after 
Sept.  11  proved  the 
validity  of  a  concept  that  has  been 
infrequently  mentioned  since  the 
economy  tanked:  convergence. 

The  ability  of  newspaper  Web 
sites  to  archive  text,  sounds,  and  a  host 
of  graphic  formats  helped  some  to  tell 
compelling  multimedia  stories  that  became 
must-see  A/V.  The  Web  offers  clarity  that 
no  paper  stock  can  touch,  as  well  as  sounds 
that  place  you  closer  to  hell  than  you’d  ever 
want  to  be.  Here  are  some  examples  that 
caught  my  eyes  and  ears. 

The  strength  of  the  Los  Angeles  Times’ 
coverage  on  its  site  (http://www.latimes 
.com)  has  been  its  photo  gallery,  archiving 
visuals  from  the  attacks  on  the  World  Trade 
Center  to  the  U.S.  counterattacks. 

“At  first  I  thought  photo  galleries  on  the 
Web  might  be  superfluous,  given  the  wall- 
to-wall  television,”  said  Joe  Russin,  assis¬ 
tant  managing  editor  oflatimes.com.  “But 
millions  of  page  views  can’t  be  wrong.  It  ap¬ 
pears  people  really  wanted  to  look  at  these 
images  in  their  own  time,  contemplating 
and  absorbing  the  tragedy  in  ways  that  the 
rush  of  television  could  not  accommodate.” 
The  site  also  features  a  black-and-white 


timeline  in  PDF,  displaying  the  internal 
structure  of  the  Twin  Towers  and  the 
engineering  principles  that  illustrate  how 
and  why  the  colossal  collapses  happened. 

The  Washington  Post,  with  its  own  video 
staff  and  its  CameraWorks  affiliate,  has  a 
visual  flair  few  news  sites  match.  Its  site 
(http://www.washingtonpost.com)  has  a 
14-photo  sequence  compressing  two  hours 
of  terminal  destruction  into  one  minute 
of  gripping,  horrifying  viewing. 

The  Milwaukee  Journal  Sentinel  (http:// 
www.jsonline.com)  and  The  Virginian- 
Pilot  oLNorfolk  (http://www.pilot 
online.com)  highlight  the  bravura 
work  of  staff  photographers  during 
and  after  the  Twin  Tower  terror 


The  Web  offers 
^  \  graphics  newsprint 

BY  WAYNE  ROBINS  can’t  touch,  and  its 
audio  puts  you  closer  to  hell 
than  you’d  ever  want  to  be. 


attacks.  MSNBC.com  features  links  to  both 
in  its  “The  Week  in  Pictures”  archive. 

Rich  Wood,  whose  camera  has  seen 
action  in  Iraq,  Somalia,  and  North  Korea, 
was  in  New  York  Sept.  11  on  a  more  prosaic 
assignment  for  the  Milwaukee  paper: 
shooting  fashion  shows.  He  articulately 
describes  the  scenario  of  his  own  16-picture 
sequence  of  death  and  courage  in  NYC. 

Qiris  Tyree  of  The  Virginian-Pilot 
watched  the  disaster  on  TV,  but  it  wasn’t 
until  he  arrived  in  New  York  Sept  12  that 
he  realized  that  the  tube  provided  only 
limited  access  to  the  insane  reality.  His 
photos  show  a  city  full  of  smoke, 
destruction,  and  hope.  They  capture  the 
blend  of  horror  and  heroism  that  marked 
one  of  America’s  darkest  days.  “The  heart  of 
the  city  sparked  me,”  he  said  in  his  voice¬ 
over  on  the  site.  It  also  may  have  sparked 
a  new  era  —  this  time  online  —  of  photo¬ 
journalism,  the  likes  of  which  we  haven’t 
seen  since  the  triumph  of  TV.  11 
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The  turning  of  Atlanta:  Traffic  got  so  bad,  thousands  are  returning  from  suburbs  to  downtown. 


In  the  home  of  the  Braves 


Scoring  the  triple  play  -  from  TV  to  radio  to  newspapers 

BY  EILEEN  DAVIS  HUDSON  AND  TODD  SHIELDS 

Atlanta,  the  largest  market  in  the  South,  is 
home  to  several  Fortune  500  companies,  including 
Delta  Airlines,  United  Parcel  Service,  Coca-Cola,  and 
Home  Depot,  with  the  metropolitan  area  ranking 
among  the  fastest  growing  in  the  United  States. 
Explosive  population  growth  has  reached  such  proportions  that 
about  two  years  ago,  the  steady  exodus  of  residents  from  the  city 
to  the  suburbs  began  to  reverse.  Traffic  had  become  so  tangled 

that  some  suburbanites  started  moving  into  Enterprises  Inc.,  which  dominates 


Saturday  and  Sunday  mornings.  The 
Comtitution’s  circulation  is  more  than  3^/2 
times  larger  than  the  Joumats.  The  papers’ 
combined  Monday-Thursday  average 
circulation  was  398,101  in  the  six  months 
ended  March  31  —  £m  8.09%  decline  from 
the  same  period  a  year  earlier.  Combined 
Sunday  circulation  also  fell  sharply  over  the 
same  period,  dipping  4.05%,  to  651,684. 

After  retrofitting  its  printing  presses  and 
making  some  modest  design  changes,  the 
AJC,  as  the  combined  newspapers  are 
known,  official¬ 
ly  converted  to 
a  narrower  50- 
inch  web  width 
on  Aug.  1. 

In  recent 
weeks,  the 

paper  has  launched  a  marketing  push, 
tagged  “News  on  Your  Time.”  The  new 
positioning,  which  is  being  supported  with 
outdoor  and  radio  advertising,  is  an 
attempt  to  “more  directly  appeal  to  our 
light  and  infi^uent  readers,”  said  Paula 
Rattray,  the  papers’  vice  president  for 
strategic  marketing. 

In  January,  the  ATCbegan  internal 
discussions  on  how  to  improve  the  papers 
to  meet  the  changing  needs  of  residents 
in  this  fast-growing  market.  Those  talks 
led  to  an  editorial  reorganization,  primarily 
affecting  the  Arc’s  features  and  metro 
desks,  and  the  creation  of  new  beat  assign¬ 
ments  for  many  reporters  and  editors. 

John  Walter,  A/C  executive  editor,  said 
that  the  key  new  slots  include  several 
lifestyle  beats  in  the  “Living”  department; 
a  rotating  enterprise  team  in  the  “Metro” 
department;  and  a  number  of  reporting 
positions  focused  on  issues  related  to 
Atlanta’s  changing  demographics. 

The  area’s  sprawl  forces  residents  into 
some  of  the  country’s  longest  conunutes, 
making  drive-time  radio  an  attractive 
option  for  advertisers,  said  John  Lambis, 
president  of  Lambis  &  Associates,  an 
Atlanta  advertising  firm.  As  for  newspaper 
advertising,  the  Journal  and  the  Constitu- 


AD  SPENDING  BY  MEDIA 

ATLANTA 


the  downtown  area.  The  population  shift 
has  helped  spark  a  long-awaited  redevelop¬ 
ment  effort  in  the  city.  Many  abandoned 
warehouses  downtown  have  been  convert¬ 
ed  to  apartments  and  condos,  and  new 
office  construction  is  also  on  the  rise. 

The  city  is  the  headquarters  of  Cox 


local  media  via  its  ownership  of 
the  market’s  leading  broadcast  TV 
station,  its  largest  radio  group,  and 
its  largest  daily  newspapers. 

Cox  publishes  the  morning  Consti¬ 
tution  and  the  afternoon  Journal-,  the 
papers  appear  in  combined  issues  on 


Spot  TV 

Local  Newspaper 
Spot  Radio 
Otttdoor 
FSI  Coupon* 
Local  Magazine 
Total 

’Packaged  gcxxls  only 


iAN.-DEC.  2000 
$586,174,338 
$441,488,440 
$205,697,910 
$40,140,440 
$14,255,700 
$11,951,270 
$1,299,708,098 


JAN.-DEC.  1999 
$510,491,068 
$467,196,710 
$173,014,920 
$35,877,602 
$13,044,440 
$15,265,320 
$1,214,890,060 


Source:  Nielsen  Monitor-Plus 
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turn,  Lambis  said,  “own  the  market.” 

Even  though  the  A/C  dominates,  its 
advertising  department  takes  care  to 
provide  high-quality  service,  said  Lambis, 
who  handles  accounts  for  several  brands  of 
luxury  automobiles.  He  said  ad  placement 
is  good  and  the  quality  of  ad  production 
is  fine.  “To  me,  service  is  important,” 

Lambis  said.  “They  could  take  the  attitude. 
We’re  the  only  game  in  town.’  They  don’t 
seem  to  be  that  way  at  all.” 

Newspapering  in  a  sprawling  area, 
however,  can  be  a  challenge.  According 
to  Rattray,  the  A/C s  strategic  marketing 
specialist.  We  consider  our  primary 
market  to  be  the  entire  20-county  MSA” 
or  metropolitan  statistical  area,  of  about 
3  million  residents. 

Rattray  said  the  A/C 
runs  15  zoned  editions. 

The  broadsheet  sections, 
which  cany  a  masthead 
identifying  the  geographic 
area  they  cover,  offer 
residents  community 
news  and  provide  smaller 
advertisers  a  foothold.  “It 
gives  an  affordable  entree 
for  an  advertiser  to  come 
into  the  paper,”  Rattray 
said.  We  like  to  see  their 
business  grow  and  tbeir 
advertising  budgets  grow, 
and  eventually  they  come 
into  the  paper  ROP  [run- 
of-press].” 

The  A/C  runs  a  heavy 
special-sections  calendar, 
focusing  on  sports,  wed¬ 
dings,  fashion,  home,  and 
holidays.  This  year,  the  papers  are  for  the 
first  time  using  a  coupon  promotion,  called 
“Daily  Deal,”  in  a  bid  to  attract  advertisers. 
For  retailers  who  buy  ROP  ads  and  provide 
a  coupon  worth  $10  on  a  purchase  of  at  i 

least  $50,  the  A/C  will  run  the  coupon  daily  - 
—  and  run  a  Sunday  blurb  telling  readers  to 
watch  for  the  coupon.  “It  gives  the  retailer  a  ! 
way  to  build  traffic,”  said  Rattray,  “and 
gives  our  readers  a  value.” 

Davids  vs.  Goliath  \ 

The  AJCs  dominance  might  seem  to 
leave  little  room  for  other  newspapers.  Yet 
several  exist,  demonstrating  that  life  can 
flourish  in  other  niches  of  the  media  eco-  i 
system.  The  Lawrence\ille-based  Gwinnett 
Daily  Post,  is  a  Tuesday-to-Sunday  morn¬ 
ing  paper  in  Gwinnett  County,  a  major 
close-in  suburb  where  the  A/C  competes 
with  a  seven-day  zoned  edition. 


We’re  not  going  to  get  into  a  head-to- 
head  contest  with  a  giant,”  said  Tom  Stultz, 
publisher  of  the  Daily  Post.  He  said  the  Post 
is  content  to  attract  ads  drawn  from  local 
businesses,  including  those  in  areas  of  the 
county  more  remote  from  central  Atlanta, 
and  less  penetrated  by  A/C  circulation. 

The  Post  was  begun  in  1995  by  Gray 
Communications  Systems  Inc.,  also  based 
in  Lawrenceville,  following  the  1992  demise 
of  the  Gwinnett  Daily  News,  a  New  York 
Times  Regional  Newspaper  Group  member 
that  aspired  to  compete  with  the  A/C. 

In  May  1997,  the  Post  struck  a  deal  with 
a  cable  TV  provider,  offering  subscriptions 
to  those  who  purchased  cable  service.  The 
Post  sold  the  subscriptions  at  a  discounted 
rate  to  the  cable  provider,  which  passed  the 


newspaper  on  to  subscribers  with  the  cost 
embedded  in  the  monthly  cable  rate.  Circu¬ 
lation  jumped  to  about  49,000  from  about 
13,000,  said  Stultz.  Thanks  to  another 
cable  alliance,  its  paid  circulation  last  year 
was  62,523  —  57,172  in  Gwinnett  County. 

The  paper  has  been  consistently  prof¬ 
itable,  Stultz  said,  concentrating  its  ad  sales 
efforts  on  the  retail  trade  area  around  the 
Mall  of  Georgia,  which  opened  in  1999. 

South  of  Gwinnett,  The  Rockdale  Citizen, 
a  Gray-owned  evening  paper  in  Conyers, 
has  the  same  philosophy,  said  Stultz,  who 
is  president  of  Gray’s  newspaper  division 
(the  company  also  operates  13  T\^  stations). 
Stultz  said  the  Citizen  moves  about  17,000 
copies  —  a  figure  that  includes  paid 
circulation  and  free  distribution. 

Another  A/C  competitor  is  Creative 
Loafing,  Atlanta’s  alternative  weekly.  A 
giveaway,  it  distributes  about  160,000 


copies  weekly  —  fewer  when  the  area’s 
college  students  are  on  break,  said  Editor  i 
Ken  Edelstein. 

Last  spring.  Creative  Loafing  folded  its 
four  editions  into  one  in  a  cost-cutting  i 

move,  Edelstein  said.  Disappearing  were 
two  suburban  editions  and  an  adult  paper. 

Now  the  paper  adds  extra  pages  to  (early-  1 1 

press-run)  copies  that  are  destined  for  the  ; 
suburbs,  he  said.  Ad  sales  are  holding  up, 
he  said.  “We’ve  actually  been  very  healthy,”  i 
Edelstein  said. 

TV  Land:  Cox  socks  Fox 

The  longtime  TV  news  leader  in  Atlanta’s  [ ! 
lOth-ranked  broadcast  TV  market  (with  1.9 
million  TV  households)  is  Cox’s  WSB-TV,  j 
considered  the  top-performing  ABC  ' 

affiliate  in  the  country.  WSB’s 
local  news  ratings  far  outdis¬ 
tance  those  of  its  rivals.  The 
53-year-old  station,  Atlanta’s 
oldest,  is  the  market’s  highest 
biller,  \vith  an  estimated 
$120.6  million  in  revenue 
last  year,  according  to  BIA 
Financial  Network.  WSB’s 
strongest  competitor  in  news 
is  Fox  Television’s  owned- 
and-operated  WAGA-TV. 

AOL  Time  Warner  Inc.’s 
TBS  is  a  cable  superstation 
in  the  rest  of  the  country;  in 
Atlanta,  the  station  is  known 
as  WTBS-TV,  a  local  broad¬ 
cast  outlet.  It  is  No.  1  in  the 
prime-time  market  during  the 
baseball  season  because  of  its 
coverage  of  the  Atlanta  Braves 
baseball  team.  The  station  also 
carries  National  Basketball  Association 
games.  Mark  Harrad,  vice  president  for 
public  relations  at  Turner  Broadcasting 
Sales,  said  July’s  sweeps  showed  WTBS  to 
be  the  No.  3  station  among  nine  local 
broadcast  outlets  on  a  total-day  basis. 

Beginning  this  month,  it  is  airing  the 
popular  sitcom  “Friends”  on  weeknights. 

The  station  also  boasts  a  lineup  of  theatrical 
and  original  feature  films. 

In  local  cable,  AT&T  Broadband  controls 
about  75%  of  the  market’s  subscribers. 

AT&T  operates  a  local  cable  channel,  TV 
33,  which  reaches  about  half  of  the 
market’s  cable  subs. 

In  radio,  Cox’s  five  stations  in  Atlanta 
attracted  a  collective  25.6  share  among 
listeners  12-plus  in  this  spring’s  Arbitron 
report,  nearly  double  the  total  share  of  its  , 
closest  competitor.  Clear  Channel  ! 

Communications.  (1 
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THE  ABCS 

Daily 

Circulation 

Sunday 

Circulation 

Daily  Market  Sunday  Market 
Penetration  Penetration 

Fulton  County:  298,428  Households 

Atlanta  Journal-Constitution* 

105,707 

145,601 

35.4% 

48.8% 

Gwinnett  County:  211,260  Households 
Atlanta  Journal-Constitution* 

52,838 

97,091 

25.0% 

46.0% 

DeKalb  County:  235,908  Households 

Atlanta  Journal-Constitution* 

62,153 

97,396 

26.3% 

41.3% 

Cobb  County:  233,366  Households 

Atlanta  Journal-Constitution* 

55,151 

99,173 

23.6% 

42.5% 

Marietta  Daily  Journal 

19,035 

18,534 

8.2% 

7.9% 

Clayton  County:  60,638  Households 

Atlanta  Journal-Constitution* 

18,656 

28,569 

23.1% 

35.4% 

Cherokee  County:  52,045  Households 
Atlanta  Journal- Constitution* 

9,400 

17,966 

18.1% 

34.5% 

Cherokee  Tribune,  Canton 

6,367 

7,247 

12.2% 

13.9% 

Douglas  County:  33,461  Households 

Atlanta  Journal-Constitution* 

5,327 

11,312 

15.9% 

33.8% 

Douglas  County  Sentinel,  Dougtasville 

6,091 

5,227 

18.2% 

15.6% 

*Combined  daily  circulation 

Source: 

Audit  Bureau  of  Circulations 
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easy.  Sometimes  I’m  up  ’til  3  or  4  a.m. 
struggling  with  the  column.  But  I  can’t 
imagine  doing  anything  else  that  would 
give  me  more  pleasure  or  satisfaction.'’ 

Van  Buren  said  on  the  video  that  “no 
other  honor  in  45  years  has  meant  as 
much  to  me”  as  the  features  hall  induc¬ 
tion.  She  also  quipped:  “Since  my  column 
is  delivered  to  most  of  you  electronically, 
why  not  me,  too?”  Phillips  tidded  that  her 
mother,  from  the  start  of  “Dear  Abby”  in 
1956,  “recognized  that  the  most  palatable 
advice  is  seasoned  with  humor.” 

Landers  and  “Abby”  each  run  in  about 
1,200  papers  via  Creators  Syndicate  and 
Universal  Press  Syndicate,  respectively. 

Hall  committee  chair  Dan  Norman  of 
the  South  Florida  Sun-Sentinel  in  Fort 
Lauderdale  called  Landers  and  Van 
Buren  “American  icons”  who  “tackle  sub¬ 
jects  other  parts  of  newspapers  wouldn’t 
tackle  for  a  long  time.”  He  added:  “No 
two  people  attract  more  people  to  our  fea¬ 
ture  sections  and  have  them  coming  back 
day  after  day.”  i) 


They’re  the  first  noneditors  to  enter  the  Features  Hall  of  Fame 

BY  DAVE  ASTOR 

CHICAGO 

They  came  into  the  world  together,  they  appear 
in  many  newspapers  together,  and  they  entered  the 
Features  Hall  of  Fame  together. 

Twin  sisters  Ann  Landers  and  Abigail  Van  Buren, 
83,  were  inducted  into  the  15-member  hall  at  this 
month’s  American  Association  of  Sunday  and  Feature  Editors 
convention  here.  They  are  the  first  noneditors  so  honored. 

The  Chicago  rn6?zne-based  Landers  attended  the  induction  cer¬ 
emony.  Van  Buren  appeared  via  video,  with  her  daughter  and 

“Dear  Abby”  co-writer  Jeanne  Phillips  j  bered  Landers.  “He  said  there’s  got  to  be  a 
speaking  at  the  event.  |  precedent  to  this,  like  Plessy  v.  Ferguson 

Landers  recalled  having  help  from  high  |  or  something.”  Douglas’  answer?  The 
places  to  win  a  1955  Chicago  Sun-Times  \  neighbor  could  keep  the  walnuts,  as  long 
contest  to  replace  the  previous  Ann  Lan-  |  as  they  were  given  away 
ders,  who  had  died.  After  being  given  30  I  or  eaten  —  not  sold. 
test  questions,  she  phoned  famous  experts  j  Landers  told  the  fea- 
from  all  over  the  country.  I  ture  editors:  “This  is  a  J 

One  question  concerned  whether  fallen  j  great  honor.  If  it  weren’t  -401 

walnuts  belong  to  the  person  with  the  tree  for  you,  I  wouldn’t  be  i 

or  the  neighbor  whose  yard  the  walnuts  here.”  She  added:  “I 
land  in.  “I  called  my  good  friend  William  thank  God  for  the  energy 

Douglas  of  the  Supreme  Court,”  remem-  to  do  this  work.  It’s  not 


Ann 
Landers 
(right); 
Abigail  Van 
Buren  with 
Jeanne 
Phillips 
(below) 


Strips  grapple 
with  Sept.  11 


Other  strips  have  been  more  low-key. 
“Get  Fuzzy”  by  United  Media’s  Darby 
Conley  had  his  human  and  dog 
characters  give  blood;  also,  the  guy  wore 
a  Fire  Department  of  New  York  cap. 

And  several  comics  created  before 
Sept.  11,  but  scheduled  to  run  after  that 
date  had  to  be  pulled  because  they 
inadvertently  contained  themes  that 
could  seem  insensitive  after  the 
terrorist  attacks. 


publishers  of  the  Grants  Pass,  Ore., 

Daily  Courier  and  Teaxxs  City  (Texas)  Sun 
protesting  the  firings  of  colunmists  who 
criticized  President  Bush’s  actions  after 
the  Sept  11  attacks  OcL  1,  p.  4). 

The  letters,  written  by  NSNC  Presi¬ 
dent  Peter  Rowe  on  behalf  of  the  NSNC 
board,  stated  in  part:  “C>)lumnists  must 
be  fiee  to  express  controversial  and 
unpopular  views.  Freedom  of  the  press  is 
not  worth  defending  if  it  only  means  the 
freedom  to  avoid  offending  anyone.” 
NSNC  PROTESTS  TWO  FIRINGS  The  fired  columnists  were  Dan 

The  National  Society  of  Newspaper  Guthrie  of  the  Daily  Courier  and  Tom 

Llolumnists  (NSNC)  sent  letters  to  the  Gutting  of  the  Sun. 


ANtTMBER  OF  CARTOONISTS 

continue  to  create  comics  with 
p>ost-Sept.  11  themes,  and  some 
are  drawing  flak  for  doing  so. 

For  instance,  at  least  a  couple  of 
papers  —  including  Newsday  in  Melville, 
N.Y.  —  pulled  episodes  of  “The  Boon- 
docks”  (by  Aaron  McGruder  of  Universal 
Press  Syndicate)  that  discussed  matters 
such  as  past  U.S.  support  for  Osama  bin 
Laden  when  he  fought  the  Soviet  Union. 
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‘N.Y.  m  TO  SOON 


All  the  pieces  are  in  place  after  a  cross-country  adventure 


BY  JIM  ROSENBERG 


From  Iowa  factory  to  Pennsylvania  truck  stop  to 
New  Jersey  warehouse,  the  last  sections  of  a  fourth  press 
line  have  crossed  the  final  two  rivers  en  route  to  the  New 
York  Post's  new  production  plant.  Stuck  in  Goss  Graph¬ 
ic  Systems’  closed  Cedar  Rapids  assembly  plant,  held  up 
for  three  days  next  to  a  highway  when  the  National  Guard  wouldn’t 
let  the  cargo  cross  the  Delaware  River,  and  kept  in  storage  awaiting 
installation,  an  angle-bar  nest,  the  C  and  D  levels  of  three  towers,  and 
other  components  were  bogged  down  by  bankruptcy  and  terrorism. 

With  the  iron  idle  and  Goss  filing  for  at  the  company’s  new  Missouri  plant  expe- 

bankruptcy,  the  Post  pondered  its  prospects  rienced  only  anticipated  “normal  start-up 
after  unpaid  installation  contractors  problems,”  said  Production  Manager  Char- 

abandoned  the  work  site.  Back  in  Iowa,  the  lie  Heidelberg.  “Performance  has  been  fine.” 


plant’s  suddenly  jobless  workers  found  that 
their  “last  pay  checks  have  been  made 
good”  by  Goss,  said  the  machinists  union 
local’s  business  representative,  Joe 
Ironside,  who  earlier  said  the  checks  had 
bounced.  Letters  concerning  continuation 
of  insurance  coverage  were  late,  but  did 
arrive.  Ironside  added.  But  members,  he 
said,  had  yet  to  see  any  provision  for 
pensions,  personal  days,  and  vacation  time. 
“All  outstanding  issues,”  Ironside  said,  will 
be  raised  when  a  court  in  Chicago  hears 
Goss’  request  for  bankruptcy  protection. 

Dow  Jones  &  Co.  Inc.  spokesman  Steven 
Goldstein  said  his  company  had  “very  little 
equipment”  still  in  Cedar  Rapids,  that  Goss 
was  working  to  deliver  it,  and  that  Dow 
Jones  was  more  concerned  with  its 
personnel  than  its  presses.  “It’s  not  at  the 
top  of  our  priority  list,”  he  remarked  nine 
days  after  terrorist  attacks  put  the  company 
out  of  its  New  York  headquarters. 

Among  Goss’  last-announced  U.S.  cus¬ 
tomers,  Community  Publishers  Inc.,  Ben- 
tonville.  Ark.,  installed  a  Magnum,  which 
went  into  live  production  Just  days  before 
Goss  closed  its  plant.  The  single-wide  press 
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But  back  in  Iowa,  a  partly  painted  Mag¬ 
num  (The Muskegon  [Mich.]  Chronicle's, 


Retrieved  from  shuttered  Goss  plant,  the  New  York  Post's 
remaining  press  equipment  is  wrapped  and  ready  to  roll. 

according  to  a  manager  familiar  with  Cedar  positk 

Rapids’  inventory),  crated  equipment  bear-  ;  contra 
ing  the  names  of  other  newspapers,  and  a  definil 

half-built  Colorliner  were  among  items  Posf  i  arranj 
Pressroom  Maintenance  Supervisor  Duke  tractir 
Welsh  said  he  observed  while  in  Goss’  plant  I  put  thi 
to  remove  his  paper’s  equipment.  of  the 

Goss  spokesman  John  Collins  said  he  plant, 
was  unaware  of  an  unfinished  Colorliner  at  Post  st 
the  closed  plant.  Among  recent  Colorliner  FCIC, 
orders,  one  for  Puerto  Rico’s  El  Dia  Inc.  site.  F( 


was  shipped  and  another  for  Turkey’s  Star 
Media  was  built  in  England,  he  said. 

FCIC  Construction,  Valley  Stream,  N.Y. 

—  owed  $149,000  by  Goss  for  work  at  the 
Post,  according  to  President  Frank  Cristo  — 
arranged  to  have  four  trucks  and  drivers 
ready  for  the  Post  in  Cedar  Rapids.  On  Sept. 
7,  Cristo,  Welsh,  Production  Director  David 
O’Neill,  and  a  representative  from  George 
Hall  Contracting,  Avon  Lake,  Ohio,  (also 
unpaid  by  Goss)  flew  to  Iowa.  The  decision 
to  get  the  equipment  came  after  Welsh,  just 
back  from  Cedar  Rapids  the  day  before, 
told  a  Post  lawyer  that  “if  we  leave  ’em 
there,  well  never  get  those  presses  in.” 

The  next  morning,  Goss  allowed  them 
and  a  rigging  team  from  Des  Moines  into 
the  plant  to  quietly  wrap  and  remove  the 
equipment.  Everything  was  on  the  trucks  in 
about  10  hours,  said  Welsh,  who  had  hired 
local  police  officers  for  round-the-clock 
security.  But  not  until  a  week  after  they  left 
New  York  would  their  press  components 
show  up.  The  trucks  got  as  far  as  Strouds¬ 
burg,  Pa.,  where,  on  Sept.  11,  they  were 
prevented  entry  to  New  Jersey.  “They  sat 
up  on  Route  80  for  three  days,”  recalled 
Welsh,  who  ageiin  had  to  hire  guards.  “The 
National  Guard  wouldn’t  let  them  go.  This 
is  going  to  cost  the  Post  some  money.” 

T.W.  Davis  Electrical  Contractors, 
Orlando,  Fla.,  has  a  mechanic’s  lien  on  the 
Post’s  presses  as  a  result  of  money  Goss 
owed  it  tiefore  filing  for  bankruptcy.  T.W. 
Davis  “contracted  with  Goss ...  but  we  were 

-  doing  work  also  for  the  Post,”  said 

President  Terry  Davis.  “There’s 
no  money  issues  with  the  Post,” 
he  added.“It’s  just  a  standard 
business  practice  when  you 
haven’t  been  paid.”  In  many 
states,  a  customer  may  wind  up 
paying  twice  for  work  —  first  to  a 
general  contractor  and  again  to 
1  an  unpaid  subcontractor. 

Davis  declined  to  specify  the 
amount  owed,  but  said,  “We’re 
^^1011  *  quoting”  for  Goss  jobs. 

Just  before  leaving  for  a 
position  with  Houston-area  ink-systems 
contractor  B.G.  Industrial,  O’Neill  said  “no 
definite  decision”  had  been  made  but 
arrangements  were  likely  with  Hall  Con¬ 
tracting  and  T.W.  Davis  to  “go  ahead  and 
put  the  units  in.”  On  Thursday,  the  balance 
of  the  fourth  press  line  was  moved  to  the 
plant.  FCIC’s  Cristo  reported  that,  besides 
Post  staffers,  three  Goss  workers,  five  from 
FCIC,  and  “a  loyal  man”  from  Hall  were  on¬ 
site.  FCIC  is  working  directly  for  the  Post.  (H 
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The  devil  in  Daniel’s  ‘Webster’ 

After  a  lengthy  newspaper  career,  Daniel 
Akst  chose  to  set  his  new  novel,  “The  Webster 
Chronicle”  (BlueHen  Books),  at  a  weekly  paper. 

Focusing  on  the  close-knit 
life  of  small-town  America 
and  the  monopolistic  power 
of  most  weeklies,  Akst  sets 
off  warning  bells  about 
what  can  happen  when  a 
community  newspaper  jumps 
on  a  hot  story  too  quickly. 

“I  think  it’s  a  cautionary 
tale,”  Akst  told  E&P.  “Jour¬ 
nalists  tend  to  exempt 
themselves  from  the  kind 
of  moralizing  they  apply  to 
the  larger  world  —  the  myth 
of  objectivity.”  Akst,  author  of  a  well-regarded 
previous  novel,  “St.  Burl’s  Obituary,”  and  a 
former  reporter  for  The  New  York  Times, 

The  Wall  Street  Journal,  and  the  Los  Angeles 
Times,  gives  readers  Terry  Mathers,  editor 
of  the  weekly  Webster  Chronicle  and  down¬ 
trodden  journalist.  When  a  molestation 
scandal  at  a  day-care  center  comes  to 
light  in  the  gossip-filled  community  it 
gives  Mathers  both  a  huge  news  story 
and  a  lesson  in  careful  reporting. 

“The  newspaper  world  offers  a  wonder¬ 
ful  window  into  the  issues  of  the  day  and 
the  culture,”  Akst  said.  “Because  I  worked 
in  the  business,  it’s  a  world  I  know.” 

—  Joe  Strupp 


Novel  approach 
to  editing 


California  synergy  crisis 

Unintentional  synergy  occurred  Oct.  8 
between  the  Tribune  Co.’s  Los  Angeles 
Times  and  its  corporate  sibling  KTLA-TV. 
That  night  on  KTLA’s  “News  at  10,” 
reporter  Patricia  Del  Rio  did  some  standard, 
post-Afghanistan-attack,  citizen-on-the- 
street  interviews,  including  one  with 
someone  identified  as  “Booth  Moore, 
Hancock  Park  Resident,”  who  said  she 
was  avoiding  shopping  malls.  Unbeknownst 
to  Del  Rio,  in  that  very  day’s  LA.  Times,  a 
“Living”  section-front  story  titled,  “Heeding 
the  Call  to  Spend:  Many  Americans 
consider  it  their  patriotic  duty  to  shop,” 
was  written  by  one  Booth  Moore,  a  Times 
staff  writer.  Moore  confirmed  to  E&P  that 
she  was  interviewed  on  her  day  off  by  the 
Channel  5  crew.  A  Tribune  spokesman  said 
KTLA  reporters  don’t  ask  about  occupation 
in  such  cases.  —  David  Finnigan 


'Tcople  icho  invent  anagram  Web  pages  orsnrf 
them  have  too  mneh  time  on  their  hands." 

-  BUSH  SPOKESMAN  ARI  FLEISCHER  (“I  RELISH  FARCE”), 
QUOTED  BY  LLOYD  GROVE  OF  “THE  WASHINGTON  POST” 
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back.  To  take 


AR 

brides 


are 


advantage  of  vari¬ 
ous  benefits  — 
including  survivor 
payments  —  mili¬ 
tary  personnel 
headed  abroad  for 
the  anti-terrorism 
offensive  are  rush¬ 
ing  to  tie  the  knot. 
Here  a  newly  mar¬ 
ried  U.S.  Marine, 
Jason  Paladino, 
squeezes  his  bride, 
Leah  Mekkelson,  at 
Sly  McFly’s  bar  in 
Monterey,  Calif 
—  Greg  Mitchell 


HOTTYPE 

THE  BEST  —  AND  REST  —  OF  THE  PRESS 


www.editorandpublisher.com 


OCTOBER  15,  2001  EDITOR  &  PUBLISHER  21 


30 


Shoptalk 

NEWS  IN  THE  UDEN 


One  way  or  another,  the  attack  on  America  has  led  the  current 
crop  of  journalists  to  the  greatest  challenge  of  their  careers 


The  terrorist  attacks  on  Sept.  11  are  most  likely 
the  biggest  story  that  will  hit  this  generation  of 
journalists.  (Ck)d  help  us  if  it  isn’t!)  American  news¬ 
papers  have  responded  heroically.  But  as  broadly  as 
the  coverage  has  ranged,  from  heroic  rescue  accounts 
to  inhibitions  of  late-night  TV  comics,  I  think  it  has  only  scratched 
the  surface  in  terms  of  the  long-term  impact  those  attacks  will 
have  on  our  way  of  life,  our  nation’s  policies,  and  the  world  itself. 

Some  of  these  cannot  be  known  yet.  But  when  journalists  and 
historians  look  back  —  on  Sept.  11,  2011,  or  on  later  anniversaries  — 


to  analyze  the  impact,  what  will 
they  conclude?  Will  the  attacks 
on  the  World  Trade  Center  and 
the  Pentagon  be  seen  only  as 
horrific  tragedies,  fiom  which 
the  nation  eventually  rebound¬ 
ed  and  returned  to  life  as  usual, 
or  will  they  be  seen  as  a  turning 
point  in  world  history? 

The  challenge  in  every 
newsroom,  large  or  small,  is  to 
get  at  some  of  those  answers 
sooner  rather  than  later.  Here  are  some  of 
the  areas  where  they  should  look: 

TVavel.  If  aviation  is  going  to  be  safe,  it  is 
probably  going  to  be  more  expensive  and 
time-consuming.  Will  this  mean  a  return  to 
rail  service  in  a  way  that  Amtrak  could  only 
dream  about?  Are  we  going  to  finally  devel¬ 
op  a  national  rail  system  like  those  of  Great 
Britain  and  Japan? 

Civil  Rights.  So  far,  the  debate  has  not 
been  a  panicky  one.  Mainstream  opinion 


has  seemed  to  hold  the  line  on 
sacrificing  our  Ireedoms  in  the 
name  of  security.  So  far,  so 
good.  What  happens  if  there  are 
other  atrocities  in  response  to 
military  operations  by  America 
and  its  allies? 

The  Economy.  For  a  few 
days,  it  appeared  the  terrorists 
might  have  brought  the  Ameri¬ 
can  economy  to  its  knees.  We 
live  in  a  globalized,  highly  tech- 
!  nological  economic  system  fueled  in  part 
I  by  instant  communications  through  the 
j  electronic  news  media.  Is  there  something 
about  this  system  that  is  fundamentally 
j  vulnerable  to  people  with  evil  intent?  If  so, 
what  has  to  change?  Or  is  our  fiw-market 
system  going  to  prove  it  can  take  even  the 
most  unimaginable  hits  and  still  flourish? 

Education.  Do  we  in  America  under- 
I  stand  Islam?  Do  we  need  to  adjust  how  we 
i  teach  about  the  world’s  religions?  There  are 


people  who  feel  strongly  on  both  sides  of 
the  issue  of  multiculturalism  in  education: 
Which  way  will  the  trend  run  now? 

International  Relations.  As  of  Sept.  10, 
the  Bush  administration  seemed  intent  on 
Unilateralism,  which  some  might  interpret 
as  Our  Way  or  the  Highway.  A  day  later, 
these  same  officials  were  bent  on  forming  a 
massive  international  coalition.  This  topic, 
and  Middle  East  policy  in  particular,  is 
getting  some  press  attention  now,  but  the 
American  psyche  is  still  tender  and  the  full 
debate  has  not  yet  been  joined.  There  is 
great  sensitivity  —  understandably  —  about 
making  any  changes  that  would  send  a  j 

message  that  the  terrorists  had  an  impact  j 

on  American  policy.  But,  in  time,  the  I 

pressures  will  be  mobilized  to  re-examine 
policies.  It  will  be  fertile  ground  for 
journalists.  Attitudes  toward  the  Third 
World  will  be  put  under  a  microscope. 

British  Prime  Minister  Tony  Blair’s  speech 
to  his  Labor  Party  conference  implied  some  i 
of  this  in  a  way  that  had  not,  as  of  that  date, 
been  prominent  in  speeches  by  American 
officials.  Again,  time  will  make  a  difference, 
and  reporters  must  have  their  antennae  up 
for  when  that  moment  comes.  i 

American  Culture.  This  is  a  tough  one 
to  predict.  For  a  couple  of  decades,  begin-  | 
ning  somewhere  after  the  end  of  Watergate  | 
and  the  oil  crises  of  the  1970s,  life  had  been 
largely  peaceful,  secure,  and  affluent.  Civic 
participation  had  dropped.  Issues  of  public 
policy  gave  way  to  discussions  about  the 
stock  market,  IRAs,  the  latest  vacation 
hotspots,  and  Internet  discoveries.  When 
the  shock  of  Sept.  11  has  passed,  will  we 
return  to  those  days,  or  will  it  be  different? 

These,  and  other  areas  of  life,  are  at 
least  momentarily  up  for  grabs.  Something 
profound  occurred  Sept.  11,  but  we  don’t 
yet  know  the  full  effect.  We  have  entered  a 
time  of  great  challenge  for  journalists  — 
and  not  just  at  the  large  national  papers. 
Changes  will  be  seen  on  Main  Street  as 
well  as  Wall  Street.  The  challenge  for  our 
newspapers  is  how  well  they  will  catch 
these  waves  as  they  break.  Let’s  hope  we  j 
don’t  have  to  wait  for  hindsight  to  see  that  j 
a  new  world  has  been  bom.  il  j 


Storin,  who  retired  in  Jxdy  after  eight  years 
as  editor  ofThe  Boston  Globe,  previously 
was  editor  of  the  Chicago  Sun-Times  and 
executive  editor  of  the  New  York  Daily  News. 
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7INTERACTIVE 

NEWSPAPERS 

2002  Conference  &  Trade  Show 

February  6-9,  2002  —  San  Jose,  CA 


Registrati®" 

include* 
a  ticket  W** 
7th  An""®* 

jppy-Awords 


To  register,  visit  www.editorandpublisher.com  OR  call  (toll-free)  1-888-536-8536  for  group  rates 
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Don't  miss  this  once-a-year  chance  to  join  indiutiy  leaders  in  a  discussion  of  critical  issues 
currentiy  affecting  interactive  newspapers,  and  (according  to  past  attendees)  the  best  netwo^ing 
opportunity  of  the  year. 

Pre-Register  before  October  1,  2001  and  SAVE  $400  oS  the  Regular  Rate  of  $1,40$  to  attend 
the  ONE  event  that  elicits  this  kind  of  passionate  response,  year  after  yean 

"Excellent  range  of  speakers  and  viewpoints. . . 

There  were  several  good  ideas  that  I  can  take  back.  .  .OveraUr  a  great  conference!. . . 

The  interactive  brainstorming  (was)  ike  best ...  The  speakers  were  very  knowledgeable.  . . 
The  sessions  were  outstanding^  one  alone  paid  for  ike  conference.  • . 

Very  helpful .  .  .The  networking  was  excellent  at  tkis  show." 


TownNews.com  SWAT  delivers  the  most  revoMie 
^  in  die  least  time^They  cracked  the  code." 

-  Mark  Contreras,  CEO  &  Publisher 
Pulitzer  Community  Newspapers.' 

Wk 


Easiest  selling  we  ever  did. 
and  it  was  all  new  dollars!" 

-  Dave  Leone,  CEO  &  Publisher 
Imperial  Valley  Press,  El  Centro,  CA 


w 


^  "They're  newspaper  people, 
so  they  know  what  we  need." 

-  Bill  Lynch,  Publisher 

Sonoma  Index-Tribune,  Sonoma,  CA 


"When  we  use  TownNews.com’s  SWAT  Team, 
it  means  instant  revenue." 

-  Cary  Blackburn,  Publisher 
Princeton  Daily  Clarion,  Princeton,  IN 


Get  revenue  fast,  without  risk. 

The  reviews  are  in!  When  it 
comes  to  wringing  new  revenue 
from  community  newspaper  Web 
sites,  the  TownNews.com  SWAT 
Team  has  the  formula.  Call 
TownNews.com  to  find  out  about 
their  no-risk  plan  to  turn  on  the 
revenue  from  your  paper's  online 
edition. 

If  your  current  online  sales 
effort  isn't  delivering  new  revenue, 
the  TownNews.com  SWAT  Team 
can.  To  get  the  revenue  started, 
call  toll  free,  1-800-293-9576. 
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Online  solutions.  Bottom  line  results.* 


309-743-0800  •  800-293-9576 
1521  47th  Ave.,  Moline,  IL  61265 

406-837-51 71  •  800-579-6397 

P.O.  Box  1 744,  Bigfork,  MT  5991 1 


Operated  by  International  Newspaper  Network,  L.LC. 
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